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PVBLIC NOTICE 


1847 ROGERS BROS. 











Be it known that 
the honored pattern known as 


“REMEMBRANCE” 


having served well and good for many years, 
will hereby be officially and wrrevocably retired 
through means of a 


RETIREMENT SALE 
which shall begin not earlier than January 17, 1960 
and end on February 27, 1960, 
ov before, if the limited supply of this 
excellent value shall be snapped up posthaste: 
and that, therefore, those 


TRADESPEOPLE 


who desire the cash herewith associated with 
this public event should 


CHECK STOCK AND DISPLAYS NOW 


or risk the dire punishment of missing the boat! 


Witnessed this day by | Sales Manager 


18 7 ROGERS BROS. 
rear 


sit st Silve — + Mac a 
~a aes té al Silve pe lif, se ide) priv. T he Silive r City 





Wa2lzam Levine Announces 


A NEW 
VITAL SERVICE 
for JEWELERS 











GLOBE 
MERCHANDISE 
TRADING CORP. 


Opens the door to 
Unlimited Prospective Jewelry Buyers 
throughout the world! 


Brings to your door 
Jewelry Availabilities from Unlimited Sources 
throughout the world! 


The services of the Globe Merchandise Trading Corporation can 

make the world your supplier—the world your market. 

To buy or sell—diamonds or other jewelry at the right price—it is all a matter of bringing 
together the right buyer and the right product. 

The Globe Merchandise Trading Corporation will act as a clearing house bringing together 
buyers and sellers of jewelry, no matter where they are located. We will find a buyer for 
your diamonds or other jewelry that cannot be sold through your normal channels or we will 
find, at any time, the exact items you are seeking at a fair market price. 

There is never a possibility of loss as all merchandise is fully 

insured while in transit or in our possession. 

A new folder containing detailed information on the Globe Merchandise Trading Corporation— 
who we are—how we operate—and how you can benefit—has been sent out. If you have 
not received your copy write us today. It will be sent to you by return mail. 


For Complete Information Write 
GLOBE MERCHANDISE TRADING CORPORATION 


Division of William Levine and Company 


29 East Madison Street ¢ Chicago 2, Illinois 
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A traffic builder should attract cus- 
tomers, but it can also be profitable. 
Greeting cards are an ideal addition 
to the jeweler's line—they build trade, 
: e and at the same time enhance the 
traditional dignity of the jewelry store. 
To see what the possibilities are in this 
Onecling area, don't miss “Greeting Cards as 
Traffic Builders," on page 48. For a fresh 
look at the credit man, turn to page 
66 and find out "How Credit Men Help 
x Retailers." And for quick reference to 
the thousands of valuable ideas that 
eS have appeared in the past 12 issues, 
see the JC-K 1959 Editorial Index, 

starting on page 69. 


and the jeweler 
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Greeting Cards as Traffic Builders 48 
This $13,000 Investment in Weddings Pays off Fast 
JC-K 1959 Editorial Index 69 
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MAKES 


“SLI PER’ BIAGIO 


Every now and then, a sterling pattern 
that’s enjoyed quiet popularity for many 
years suddenly begins to move! WHY? 
Frankly, we don’t know...but it’s hap- 
pened with our Meadow Rose sterling 
pattern. Naturally, were happy with the 
increased sales of Meadow Rose. But 
we re curious, too! Why is it moving? Who's 
buying it? 

Meadow Rose was a popular pattern 
for the Watson Company...now a part of 
Wallace Silversmiths...for many years. 

Last Fall, we added Meadow Rose to 
the Wallace line of sterling flatware, and 
included it in our consumer advertising. 
Word has come back that more and more 
women are buying Meadow Rose. The 
older women are purchasing fill-in pieces 
...prospective brides, complete place- 
settings. 

» Now that our“‘sleeper’ has become a star, 
it deserves star billing...and that’s what 
we're giving it. So this Spring, Meadow 
Rose is featured in: Seventeen, House 
Beautiful, The New Yorker, plus every issue 
of Brides, Modern Bride, Bride and Home. 

Why don’t you give it star billing, too? 
If you haven't had Meadow Rose in stock 
before, order now. If you do carry the pat- 
tern, be ready for increased fill-in sales... 
NEW sales. Promote Meadow Rose as the 


traditional sterling pattern! 


WALLACE 
SILVERSMITHS 


’.., at Wallingford, Conn. since 1835 


MEADOW ROSE $359 * 
the newest star in the Wallace line 


"6-pc. place-setting incl. Fed. tax 





the 
strongest 


In the new Baldwin Tubular*, every link is the 
strongest —for any link can be removed and 

replaced by a new one in case of damage. Unlike other 
tubular bands with one long spring inside, 

the Baldwin Tubular is made up of individual links, 
each with a sliding stainless steel frame and a ee 
stainless steel coil spring. 3 | : 

Thus any damaged link can be aarenred from the band, 
a new link snapped in via simple catches at each 

end, and the band is as good as new in seconds. 


In addition, this Baldwin feature makes it possible to 
adjust the Baldwin Tubular to any length desired, 
by removing or adding any number of links—on the 
spot. The Baldwin Tubular is, of course, 100% 
stainless steel, the narrowest, lightest such band 

on the market. Also available gold-filled, with 100% — 
Stainless steel construction. 


Ask your wholesaler for illustrated brochure 


an ok 
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K&B... first again with the newest and finest! 


DIE-STRUCK FLORENTINE 
MEN’S DIAMOND RINGS 
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Perfect Lock, KAR LAN s BLEICHER, inc. 


Stellate Rings and 
Spectaculight (YQ? ™~ Creators, Designers and <KXB> 
are K&B products N.- ame Manufacturers of Perfect Ring Findings 
ee ae 136 W. 52nd ST., NEW YORK 19, N. Y. 


wholesalers. 


OFFICES IN PHILADELPHIA, CHICAGO AND LOS ANGELES 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 





Distinctive charms in popular motifs 


WESTERN CHAR 


A novel, eye-catching assort- 
ment of charms designed to 
meet the increased demand for 
Western motifs. In Sterling or 
14 Kt. Gold. 


Actual Size 


NAUTICA 


This popular, attractive selec- 
tion of nautical charms provides 
you with extra profits during the 
boating and yachting season. In 
Sterling or 14 Kt. Gold. 


Actual Size 


lOU 


Fisher’s Our Faith charm assort- 
ment features a wide range of 
religious motifs that will win 
instant acceptance from your 
customers. In Sterling or 14 Kt. 
Gold. 


Actual Size 


by Zisher 


STERLING AND 14 KT. GOLD 
Made in the U.S. A. 


The nationwide appeal of Fisher miniature charms 
... made exclusively for the jeweler . . . is the best 
testimonial of Fisher quality and originality. Repro- 
duced are four of many unique charm assortments 
of proven merit that will serve as profit boosters 
and prestige builders for your store. Sold only 
through wholesalers. 


MUSICAL CHARMS 


oe $e 4 Saas 
> 


Specially created to appeal to the 
music-minded, this selection provides 
a valuable source of year-round sales. 
In Sterling or 14 Kt. Gold. 


Actual Size 


Fisher charms may be ordered in 40 in 
counter displays...12 on or 24 on 
easel displays or purchased in indivi- 
dual quantities, carded. 


Order now through your wholesaler 


Fisher 


J. M. FISHER CO. 


Since 1879 
Attleboro, Mass. 
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WHEN you have a store ot stock to sell... 


IT'S A MATTER OF 


10 CONSULT 


Jewelers 
areed of Rak 


the oldest (established in 1903) 


and largest (built and growing on a reputation of integrity) 


cash buyers of jewelry stores and stocks 


write for the new booklet: "DOLLARS AND SENSE FACTS". . . 


38 Bromfield Street, Boston, Massachusetts. Telephone HAncock 6-3233 
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GET READY! SET! GO! with SHRIRO’S SIZZLING NEW 


CROWN 


All-Transistor Line That’s Sure to go Like Sixty in ’60! | 


Better Than Ever Values! Bigger Than 
Ever Promotions! Made to Order for 


Greater Than Ever Volume... Profits! 


World ‘abt Famous 
CROWN rapvios 


Nationally advertised in LOOK * ESQUIRE + on TV 


CROWN, the Most Comprehensively Merchandised Line in the Industry 
brings you 3-4-5-6-7-8-9 ALL-TRANSISTOR RADIOS that Include the 


Famous SLIMLINE Shirt Pocket Series, Pocket Portables, 2-Band Models 
Also a Wonder Group of Fully Transistorized 


(Reg. and Shortwave)... 
Portable 3 Speed Radio Phonographs Including a TRUE STEREO MODEL 





with 2 Separate Speakers... 
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. Famous Linmark Super 
Promotional 4-6-8 -All 
<— Transistor Pocket Radios. 
Fastest Moving Traffic 


Getters in the Field. 
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rem of ALL... 


i Watch for the SENSATION of the 
BUSINESS NEW YEAR... The NEW “MARVEL” 
BOOSTER AD MATS All-Transistor Radio . . . Nationally 

Advertised in Leading Magazines.. 
A FABULOUS PACKAGE 


DISPLAYS AND 
OTHER DEALER AID 
AT A FANTASTIC PRICE. 


MATERIAL FURNISHED 
GRamercy 7-7500 


| REAR ER TREO I 
276 4th AVE., NEW YORK 10.N. Y. « 
215 West 5th St., Los Angeles, Calif. 
216 W. Jackson Blvd., Chicago, Illinois 


SHRIRO i 
s n Cc m SALES OFFICES: 
elolalel aolale, ° Tokyo . Manila * Bongkok ° Kualo 
. Singapore ° OFTe) totale! . Penang . Ipoh 


Bie!l-Bienne . 
° Osako 




















'Welalelelal . 
° Rio de Janeiro 
STONE, JANUARY 1960 
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tLoyo's 


POLISHOOK 


REDUCES YOUR INVENTORY, 


INCREASES 


YOUR 








Advance showing of the new 
1960 Inventory Controlled Plan. 








LLOYD'S '» O28. bya. Abpea 
cst ee) OPS 
WEDDING RING | 38 eatehiag tases 
INVENTORY \ \ \ rings. 
CONTROL | 
TRAY | 
IS THE RESULT Your customer knows what she wants — The exclusive Lloyd’s tray contains an 
Ola.) Ram aad.t oe especially in wedding rings. We have absolute complete selection in your bread 
OF RESEARCH. put together a wedding ring tray for and butter retail price range from $7.95 

you that &4cts as a salesman and a to $37.50. Styles are exchangeable, guaranteed 
lee merchandiser. . all in one! Here are 12 to move out of your store or we will exchange 
agtual over-the-counter of the best-sellers in wedding rings. . the inactive numbers for faster moving wedding 
experience of hundreds arranged in size, beautifully pre- rings. YOU ARE NEVER STUCK. There ts a Lloyd’s 
of retailers, the daily sented and just right for your customer! salesman in your territory who 1s glad to 


reports of our salesmen 
and our merchandisers. 
This is the result — 96 
wedding rings 


that will sell! 4¢ STAMP AND THE COUPON BELOW — AND YOU'RE IN THE WEDDING RING BUSINESS — RIGHT! 


Fee es SF SS SSF SSS SSF SSS SSF SF ses ee SS 


a K. POLISHOOK & SON CORP. 
& 216 East 45th Street, New York 17, N. Y. 
- Gentlemen: 
= Please send me more information on your 


wedding ring tray. 
Nome . wéhawe 


(Resale price tags on every ring.) serve you — now! 








MANUFACTURERS OF ‘“‘EVERYTHING IN RINGS’’ SINCE 1898 
216 East 45th Street, New York 17, N.Y. MUrray Hill 7-1664 
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THE FLEETING 
QUALITY OF 
GLISTENING 
RAINDROPS 
CAPTURED FOREVER. 
AVAILABLE IN OPAL, 
ALL BIRTHSTONES 
AND MUSTARD SEED. 


Upalit 
MINIATURES 


IN STERLING, GOLD FILLED 
AND 14 KT. SOLID GOLD. 


SOLD THROUGH WHOLESALERS ONLY. 


MANUFACTURED EXCLUSIVELY BY 
Vpulit INC. 


1311 LOMBARD STREET, PHILADELPHIA 47, PA. 





First new engraver in years: 
ENGRAVOGRAPH GTx 


A new heavy duty engraver of sturdy dovetailed construction, specially 
designed for the retail and manufacturing jeweler, and the trophy industry. 


SO SIMPLE 


TO OPERATE 


Everybody... 
and we mean 


me GRAVES 
everyb 
ERYTHING can be “+ a 


from the sm 
Revere bow} . '-guided 
ngravograph 


SEE IT NOW! 


For a free demonstration, contact your New Hermes 
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representative or write for catalogue. 
154 West 14th Street, 


(kul hermes ENGRAVING MACHINE CORP. vo yeaa wy 





A CONNOISSEUR’S 
COLLECTION 








HAND CARVED 
MATCHED 
WEDDING RING 
SETS 





The new Fail line of Barel Bridal 
Matched Wedding Ring Sets features 
a connoisseur’s collection of 
exquisite originals, artistically 
designed and hand carved in the 
renowned Barei tradition. 


: 





id 


Their exciting, refreshing styles, their 

consistently superb finish distinguish 

them as leaders in the wedding 

ring field. Because they are fashioned 

to attract and popularly priced to sell, Bare! Bridals are your 
formula for fast turnover and increased profits. 





CORR rene RRS CRN OER 
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Available in a large selection from modern simplicity to the 

more elaborate including the ultra-smart Swedish and Florentine 
finishes .. . in wide or tapered one and two-tone combinations, 
adorned with brilliant diamonds. 


a* ty 


The Bareil signature 03 appears in the shank of every ring, 
to assure you of a genuine Hand Carved original. 





Sold directly to the retailer by the manufacturer. 


exclusively designed by 
Free mats available upon request. : 
DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS a he 
i 


BRIDAL RING CO., INC., 88-06 Van Wyck Expressway, Jamaica 18, L. I, N. Y. 
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$4995 
TWIN-LOCK* IDENTS RETAIL 


J 


Anson Originals — 
often copied 
never equalled 


SELL FASTER 
THAN ANY OTHER! 


a 
* a 


ee 
. 
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HERE IS WHY: lowest price of any ($3.95), yet highest quality of all 
(18% nickel silver, rhodium plated)... Anson’s patented Twin Lock... 
plaque of solid tubing (easily engraveable on front and back).. .individu- 
ally displayed—packaged to sell on sight... faster than any other idents! 
*patent pending 


Boy Friend cagcgce| irl Friend’ “MAN-SIZE” 95 gp 
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MATCHING “BOY FRIEND,” “GIRL FRIEND” TWIN-LOCK IDENTS NEW “MAN SIZE” TWIN LOCK IDENTS 


UNIT 16/60S—consists of one dozen $3.95 Twin-Lock Idents: 6 of each, one size NO. 1460AS9(R) — Bigger! Better! Stronger! The 
regular), boxed as shown above with FREE color display lowest price tag on the market today for a regular 
‘man's size’ Ident. 

available 
by unit Your cost $24.00 Your cost per dozen $24.00 
Total Retail $47.40 Total Retail $47.40 
Your Profit $23.40 Your Profit $23.40 





Or 
open stock 


Orde r from any of Anson’s 70 authorize d distributors who Ré }] to re tail TL LB: I. rs ONLY 


THE JEWELER’S LINE... FIRST WITH TRULY NEW IDEAS 


ANSON, INC., Providence 5, R. I. 
in Canada—ANSON, CANADA LTD., Toronto 





"Since switching to Verd-A-Ray North White Incandescent and Fluorescent Lamps 
IT’S LIKE WORKING UNDER AN UNCHANGING NORTH LIGHT 


incandescent lamps carry 
2500-4000 hour guarantee 


A 


AOR ae be one toe rere 


Interior view of modern, tastefully appointed Max Davis jewelry store in Westgate Village, Toledo. North 
White incandescent reflector lamps are used overhead and North White fluorescent lamps light wall show- 
cases and office area, 


NORTH WHITE 

REFLECTORS and FLUORESCENT 
LAMPS for Store Windows 

and Interiors : 


R-30 75 and 100 
watt. Ideal for 
window displays. 
R-40 150 and 200 
wott. Designed 
especially for 
jewelry display 
lighting. 

PAR-38 150 wott 
lamp. Excellent for 


Prominent Midwest Jeweler reports on lighting that creates 
perfect visual conditions for the display and sale of jewelry. 


natural daylight. No matter what 
the weather, we always have perfect 
lighting inside. Believe me, this 
light is tops for creating a new 
buying atmosphere. True colors are 
actually accented, all jewelry en- 
hanced, and fine gems sparkle with 
added brilliance. There is no dis- 


Fine jewelry is a 
pleasure to view, 
rewarding in many 
ways to own. But 
trying to show the 
customer the natural 
beauty of gems or de- 
tails of fine craftsmanship has been 


Max Davis 


a constant problem to reputable 
jewelers. Since natural daylight is 
best, considerable time is lost taking 
customer and merchandise to a 
windowed area or possibly outside. 
A Verd-A-Ray lighting specialist 
completely eliminated these prob- 
lems for me, and that’s why I can- 
not be too high in my praise of the 
Verd-A-Ray North White reflector 


and fluorescent lamps. 


Now, it’s as if we were working 
under an unchanging north light 
skylight! This is even better than 


tortion. For proof, try Verd-A-Ray 
North White next to your present 
lighting. You’ll be amazed! 


SEND COUPON TODAY 


VERD-A-RAY CORPORATION, Dept. JC-160 
615 Front St., Toledo 5, Ohio 


Please send full information on your 
North White[_] Incandescent[_] Fluorescent lamps. 


Send to 





Store 





Address 
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interior displays. 
Beams greater dis- 
tance than R-40. 


FLUORESCENT For 
showcases or ceil- 
ing use. All popu- 
lar woattages and 
lengths 


Reflector lamps carry 2 
fluorescent lamps, 
17,000 consumer hours. 


VERD-A-RAY 


hour gvuarontee; 


corm PORAT! 


615 Frent Street 


Tele 


pe 


500-4000 
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Direct factory sales representatives throughout the 
United States. In Caonede it's Verd-A-Ray industries, 


1285 Hodge Street, Montrea! 9 
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America’s lowest 


keystone...on the 


new low-priced line 
of CROTON Watches! 





AMERICA’S LOWEST KEYSTONE 


fT 


One. 0 


THE CRUISER — Waterproof* 17-Jewel Swiss. Shock resistant. 
Anti-magnetic. Chrome plated top, steel back, unbreakable 


balance staff and mainspring. Strap. 
Keystone 


$24.80 $19.95 


THE CATALINA — Waterproof* 17-Jewel Swiss. Shock resistant. 
Anti-magnetic. Chrome plated top, steel back, unbreakable 
balance staff and mainspring. Strap. 


Keystone Retail 
$24.80 $19.35 


31()% 
9 


17-JEWEL SWISS MOVEMENT 
NATIONALLY ADVERTISED 


Sure, $19.95 is a realistic price for your customers. But 
how about you? Why pay more and make less—when you can 
pay less and make more! CROTON gives you a fine Swiss 
17-jewel nationally-advertised watch—with waterproof*, 
shock-resistant, anti-magnetic features — priced from 
$19.95, and still offers the lowest Keystone in America! 


THE CATALINA/B — This luxurious watch, with all the same 
practical features women look for, plus the added beauty of 
quality stainless steel expansion bracelet. Keystone Retail 
mes $26.80 $24.95 


Viger Ps 


"0p, — as = bs ' THE CRUISER/B — The same slim lines and all the appealing 
iif ET ' _ ‘| sales features, plus a luxurious stainless steel expansion bracelet. 
| a . nN \ 44aa5 — Keystone Retail 
1 7 _ eee} ~ $26.80 $24.95 


All watches delivered Boxed, ready for immediate delivery. 





TAKE ADVANTAGE OF THE 
LOWEST KEYSTONE 
IN $19.95 17-JEWEL WATCHES! 


Here’s the line that can turn doldrums into dollars! 
All Croton Watches are delivered complete with box, 


carton and guarantee certificate. 


CROTON WATCH CO., INC. 

404 Park Avenue South, New York 16, N. Y. 

Please send me immediately the following new Croton Watches: — 
OUANTITY WATCH 
Cruiser (with leather strap) $24.80 
Cruiser/B (with expansion bracelet) 26.80 
Catalina (with leather strap) 24.80 
Catalina/B (with expansion bracelet) 26.80 
Golden Corsaire (with leather strap) 29.80 
Golden Corsaire (with expansion bracelet) 31.80 
Golden Lady 2/D (with cord) Wht. [7] Yel.[] 31.80 
Golden Lady 2/D (with brac.) Wht.[] Yel.[] 33.80 


If you are a regular customer, or a new customer rated lst or 2nd, we 
will ship open account, net 30 days. If not, send check with order. 


Name epmealinaiinil 
(please priat) 


Store Name. —S 


ee on —_———~ 


Address _.._ 


SEE a ee ee 


Re isciteitnisinceseeianiaennnisiatinii Zone__ State 


KEYSTONE 


a rn ee 


RETAIL 
$19.95 


24.95 
19.95 
24.95 
29.95 
39.95 
29.95 
39.95 


A 





BE THE FIRST 
TO OFFER THESE VALUES 
IN YOUR NEIGHBORHOOD! 


No Postage Required — Rush your Order! 


BUSINESS REPLY MATL 


NO POSTAGE STAMP NECESSARY IF MAILED IN THE UNITED STATES 


POSTAGE WILL BE PAID BY: 
CROTON WATCH CO. 
404 PARK AVENUE SOUTH 
NEW YORK 16, N. Y. 

















se .on new low priced CROTON Watches! 


THE GOLDEN CORSAIR — Waterproof* 17-Jewel Swiss, in natural 
gold color case, stainless steel back. Shock-resistant. Anti- 
magnetic. Unbreakable balance staff and mainspring. Strap. 

Keystone Retail 


$29.80 $29.95 


THE GOLDEN LADY~— 2 Diamonds. 17-Jewel Swiss, in natural 
gold color or white case. Steel back. Cord. 


Keystone Retail 


~ $31.80 $29.95 


only’ )Q” 


17-JEWEL SWISS MOVEMENT 
NATURAL GOLD COLOR DESIGNS 


Jewelers know the magic appeal of a gold color watch. 
Particularly with a low retail of just $29.95, the price 
level most-demanded by yourcustomers. And your profits 
will be everything they should be! Just note the attrac- 
tive Keystone prices offered in this new CROTON series. 
Make the most of these great promotional watches! 


THE GOLDEN LADY/B — 2 Diamonds. With natural gold color 
Keystone 


or white expansion bracelet. 1€ 
$33.80 


THE GOLDEN CORSAIR/B— With natural gold color expansion 


bracelet. 
Keystone Retail 


$31.80 $39.95 


r 





*Providing case unopened, crystal and crown intact. 


FINE WATCHES SINCE 
| . = w@ REE ea tem hk SG See Boe 


CROTON Watch Co., Inc. 404 Park Avenue South, New York 16 





NEW ANTARCTIC... 
a major breakthrough ... 





WE 8 Yad id 


Miracle of the Nuclear age... the U.S. Navy submarine SKATE 
emerges from its historic 2400-mile voyage below the polar ice cap 


AVAILABLE NOW FOR QUICK SALES! 


Announcing two brand-new presentations of the world-famous ANTARCTIC .. . styled 
to put immediate sizzle in your 17-jewel, self-winding, waterproof* watch sales! Something 
“different”. ..something stimulating ...a complete departure from commonplace waterproof 
designs! A real man’s watch, yet skillfully tapered to fit the wrist. These daring new contours 
catch the eye, and make customers out of window-shoppers! Use the convenient coupon to 
place your order for these style leaders at once. Providing case unopened, crystal and crown intact. 


y 


Be first to feature the New Ant arct 1 C \ 





in watch styling /& 


The only watch proved by the U.S. Navy during months of 
grueling tests on Operation Deepfreeze 


“FAST SERVICE” ORDER FORM 


CROTON Watch Co., Inc. 
404 Park Avenue South, New York 16, N. Y. 


Please ship as follows: 


Quantity Style Resale Keystone 
ANTARCTIC V(S/S Case) 
with strap $79.50 $65.80 
with bracelet 89.50 69.80 








ANTARCTIC VI (Nat. Gold Clr. Top, 
S/S Back) 
with strap 89.50 
with bracelet $9.95 








Name 





Store Name 


Address. 








City i Zone State 











If you are a regular customer, or a new customer rated Ist or 2nd, we 
will ship open account, net 30 days. If not, send check with order. 


NIVADA GRENCHEN 


A Division of CROTON Watch Co., Inc., 404 Park Avenue South, New York 16 





is the word 
for this lovely ring. 

30 D” features 
nt, has 


With synthetic star sap- oo 
phire or ruby set off by two pe ; Lord Elgin “Thin-Thin 
| look; io | American-made _self-winding s 
arver - tOOKING be Bs P ‘ : , 
& 3 24 30 working jewels. In 10 karat gold case this 
model retails for S100. 


moveme 


of the new 

oval cut diamonds, it reflects 
the craftsmanship and de- 
sign know-how fer which 


CHURCH &. COMPANY 


is famous. 


Brocade trimmed leather “Smoke Tote’ 


3124W i 
Me A ge carries a woman’s cigarettes, has matel 


leather covered lighter attached with 


set with fine opals ee Comes in 
vignigee folfs. West Bend, Wisconsin. 


» 4 
' ‘La 


Also available 
or white. $3.! 





“Lantern-Meteo” (1003) is ae revolving 
alarm clock with barometer, thermometer and 
hygrometer. Clock has 8-day 15-jewel move- 
ment. $99.50 retail. From Angelus Products, 


Inc., 580 Fifth Ave., New York. 





IF IT’S NEW HILTON HAS IT 


NOW... for the FIRST TIME! 


cxunanei atime" Oh: JU. 


the BRERCUO LES 


HERCULES — Built for strength 
and precision. Every feature maste! 
watch-makers can design! 

JEWEL INCABLOC shock pro- 
tected movement. AUTOMATIE 
self winding. GUARANTEED 
WATERPROOF under all condi- 
tions! Yellow gold plate case with 
stainless steel back imported com- 
plete from Switzerland, truly makes 
this a masterpiece. Radium dial! 
and hands. Sweep Second hand. 


Unbreakable ecrvstal. 








THE ORIGINAL “MISSILE” WATCH 
POPULARLY PRICED 
at. Ne. 184270 . 

. , for Ladies and Gentlemen 
Something different in the way of a beautiful Watch, 
fol ladies and gentlemen. typifying the space age. 
An original missile model that will appeal to style 
cons ious America. 17 Jewel HILTON movement. 
in Yellow Or White. Available in Swiss 10 Micron 
Gold Filled. 

PLEASE CONTACT YOUR NEAREST D!STRIBUTOR. 








SIDNEY WATCH CO. HILTON WATCH CO. NATIONAL WATCH CO. 
76 West 47th Street 29 East Madison 424 South Broadway 
New York 36, N. Y. Chicago, Ill. Los Angeles, Calif. 


IT PAYS TO FEATURE THE COMPLETE HILTON LINE FOR STYLE AND QUALITY 


Your customers have seen advertised in leading magazines. 








They’re New... 


TROPHIES 


Specializing 
in Custom Awards 
for every event... 


every purpose. 


In addition to a complete 
line of standard awards, 
R. & L. maintains a staff of 

ists who will design 


rder any special 





| Delicately designed earrings contain ap- 
\ ro yiir CLCTO erc | ° . . : - 
atrial dae Se ee proximately three carats of diamonds, set in 
platinum. $1850 Keystone. From William 


ask for. 
Chalson & Co., 42 W. 48th St., New York. 


Write for free 30 page full 
color Catalog and price list 
showing the complete line 


of R. & L. Trophies. 


R. & L. MANUFACTURING CO. 


10 N. 26TH STREET, KENILWORTH, NEW JERSEY 
CHestnut 5-8560 


PROFIT 
PARTNERS 


by WATCHBANDS 

















Florentine finish combined 
with modern styling re- 
sult in sales success for 
this handsome pair. 


“Monte Carlo” 12-hour auto rally timer 
has jumping hour disk and turning hour 
bezel, is made by the Ed. Heuer firm of Swit- 
| zerland. $52.50 retail. From Heuer Timer 
The rugged, fully adjust- Corp., 441 Lexington Ave., New York. 
able band for men is 
available in 1/20 I0K 
yellow Gold Filled or in 
striking Stainless Steel. 


Trim and delicate, the 
ladies band comes _ in 
| /20 10K Yellow or White 
Gold Filled. 


Ask your wholesaler to 
show you our complete 
line or write direct to 
Watchbands, Inc. 




















1248F | , : 
“Riviera” (563) ladies’ jewel chest by Anson 


is one of a series of “lazy Susan” chests that 
rotate at the touch of a finger. Starting with 
a single tray, as many as five more can be 


MEN’S, LADIES’, AND CHILDREN’S WATCHBANDS AND EXPANSION IDENTS 


NORTH ATTLEBORO, MASS. Eitticostiii 


WATCH BAN DS iy {e added by stacking one on the other. “Riviera” 
| g has ivory brocade exterior, light blue velvet 


interior. Priced at $27.95. 
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My name is Paul M. Platzman, 


| pioneered the ultrasonic industry. Two well known ultra- 
sonic companies were founded by me. Now, | have created 
a new organization, Ultrasonic Industries, Inc., based on 
a revolutionary approach to mass producing and selling 
ultrasonic equipment. No middleman’s profit in this fac- 


TS aa eg ile Lo EES 
A 7 


‘ he 
ate 


| j~ tory — direct-to-you deal. 


Tremendous savings are passed on to you the customer bringing form- 
‘erly high-priced ultrasonic cleaners within the range of everybody’s 
budget. My products stand out because of their distinctive appearance, 
unbelievably low money-back-guaranteed prices—free five year serv- 
ice contract, and consistent trouble free performance under the most 
gruelling conditions. This is possible because my DiSONtegrator 


generators and transducers incorporate the latest advances in ultra- 


sonic technology. 


1 SON™ 


GRATOR® 


SYSTEM FORTY 


ULTRASONIC CLEANER 


95 


including tank, con- 
necting cable and 
instruction manual 
(export model: 220V 
— 50 cycles $7.50 
extra) 


The lowest priced ultrasonic cleaner ever sold! Buy ONE or 100 and Save! 


The DiSONtegrator System Forty ULTRASONIC CLEANER is attractively 


Styled, ruggedly-built, and work-tested to give a lifetime of trouble-free 
service. 


The DiSONtegrator Features: 


Simplified one knob control for easy operation. High Frequency sound 
waves disintegrate harmful soils and contaminants in seconds. 

Saves time and labor, boosts production rate, improves product. You 
can replace hazardous chemicals with safe solvents and even water. 


The DiSONtegrator works FAST 


In SECONDS you can disintegrate soils on: radioactive lab apparatus; 
glassware; medical instruments; test tubes, syringes, hypodermic 
needles; dental instruments, drills, burrs, false teeth, bridges; 
fossils and fossil foraminifera; electronic components, semi-conductors, 
crystals, switches, precision potentiometers; optical parts, lenses, 
plastic contact lenses, eyeglasses; timing mechanisms; small gear trains; 
miniature printed circuit boards; and hundreds of other items. 


in seconds you can remove: 


rust, oxides, shop dirt, dust, lint, preservatives, finger prints, machning 
chips, extrusion lubricants, paraffin, wax, paint, varnish, lacquer, plastic 
residue, resists silicones, greases cooked food residue, blood, plaster 
of paris, lapping compounds, carbon, radioactive particles, polishing 
compounds, shale, diatomite, volcanic tuffs, clay and sand, graphite, 
Starches, cutting oils, heat treat scale, color stains, foundry sand, 
abrasives, quenching oil, salts, pitch, asphalt, tar, inks, adhesives, 
jewelers rouge, tripoli, resin flux, acid flux, many others. 


The DiSONtegrator is VERSATILE 


In addition to super speed, surgical precision cleaning it can be used to: 
brighten, quench, degrease, impregnate, decontaminate, pickle, etch, 
dip coat, emulsify, degas liquids, anodize, dye, mix, accelerate reactions. 


Ultrasonic cleaners are widely used 


in production lines, maintenance departments and laboratories. You 
should have at least one DiSONtegrator if your field is Electronic, 
Optical, Glass, Clinical, Biological, Textile, Oil, Food, Paper, Dental, 
Plastic, Drug, Rubber, Wood, Chemical, Isotope, Geological, Agronomi- 
cal, Metallurgical, Anthropological, Paleontological, Petrochemical, 
Ceramics, Dairy, Brewery, Beverage, Confectionery, Laboratories, Photo- 
graphic, Paint, Bottling, Cosmetic, Pharmaceutical, Metal Working, Metal 
Finishing, Die-Casting, Foundry, Plating, Metal Treating, Automotive, Air- 
craft, Horological, Jewelry, Medical, Marine, Mining, Utilities, Power 
Plants, Instrumentation. 


ultrasonic industries 

INC. 

141 ALBERTSON AVENUE - ALBERTSON, L. I., N.Y. 
Ploneer 11-4333 


JEWELERS’ CIRCULAR-KEYSTONE, JANUARY 1960 


I INTRODUCTORY OFFER 


a Money Refunded (less shipping charges) if not completely satisfied. 


5-DAY TRIAL 


We will pay all shipping charges 
to any point within the con- 
tinental limits of the United 
States (not including Alaska and 
Hawaii), if you enclose check 
with order. 


Guarantee received 
tor you have IST ide. it 
SONtEETE erasonic mac ound to § 
. rigid inspection your instruc: 
passed & ME dition. Read YO" vandied, 


ly 
in perfect Ce stuily. Proper 
Te By) Zaceed your 


BANK TELE 


Y 
AY 


ee 


Ds 
TTRAMRSESSMSS TE 


UNPRECEDENTED FREE 5 YEAR SERVICE CONTRACT 


The DiSONtegrator — System Forty is available from stock for im- 
mediate delivery in unlimited quantities. 





SPECIFICATIONS 


GENERATOR INPUT: 117 V, 60 cycle — GENERATOR OUTPUT: 40 W, SO KC 
DIMENSIONS: GENERATOR: 10” Lx 7” Wx 534” H 

Tank (overall): 5” Lx 5” Wx 8” H 

Tank (inside): 442” Lx 442” Wx 5” D 

Tank (capacity): 0.4 gal. 














FOR THE FIRST TIME — you have a choice of 6 beautiful decorator 
i colors to harmonize with your office or laboratory decor: Ivory, 
‘ Wheat yellow, Turquoise, Desert sand, Pale green and Soft gray. 
Please specify color when ordering. 


ORDER NOW 


TO: Ultrasonic Industries, Inc., Dept. JCK 
3 141 Albertson Avenue, Albertson, L. I., N. Y. i 


Gentlemen: Please ship DiSONtegrator® System Forty j 


{ Unit(s) @ $99.50 ea.: 0 Ivory 2 Wheat yellow © Turquoise 3 
© Desert sand C Pale green C2 Soft gray 











i to: 
i 
5 





| understand that my money will be refunded if not completely 2 
satisfied after 5 day trial. 


[} check enclosed (freight prepaid) [7] C.0.D. 
[} bill me (rated firms only) () Please put us on your mailing list a 
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“Pearls of Wisdom” 
“Orienta™ 
Cultured Pearl 
Pendants 


Write for our illustrated folder. 


LEYS, CHRISTIE & CO., INC. 


65 Nassau S?t., New York 








KALBE’S UNBELIEVABLE VALUES! 


08 


‘ 








No. 100 in Yellow, White and Pink G.F. /Reg. Long, Short — $1.10 


/ RDER NOW! 
koe, COMPANY Ra Feb 15, 1960 
43 W. 24th Street 


Minimum order 6 pieces 
N.Y.C. 10, N. Y. 9 DAY FULL CREDIT! 


They re New... 


“Linked Hearts” by La Mode are suitable 
for engraving, made in gold filled and sterling 
silver. Sold six on a display card. $3.75 each, 
Keystone. From Ripley & Gowen Co., Inc., 67 


Mechanic St., Attleboro. Mass. 


I 


: 


ql 





“Accumatic VIII” by Hamilton features au- 
tomatic 17-jewel movement, “weatherproof” 
starnless steel case, luminous hands and mark- 
ers with pearled track. With leather strap, 
$59.50 FTI; with expansion band, $65. 


Swiss alarm clock with 40-hour jeweled 
movement comes in sterling silver setting of 
Victorian design. Price for entire unit is 
$38.50 FTI; sterling frame senarately 
for $10.95. From Gorham Providence, 


_ pe 


sells 


Co., 
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of progress in ring mak ing 


World’s Largest Manufacturer of Interlocking 
Engagement and Wedding Rings for Diamonds 


invites you to pa —— mn their 
¥ ee 


—)* 1K, UUMWWSSM? WY ; A, Lieve 


1960 marks the 25th Birthday of Feature Ring Company! 25 years of 
progress in ring making. Progress as evidenced by pioneering of the 
famous patented Feature Lock. Progress in the creation of the ingenious 
patented Feature-Glo setting that makes diamonds look 90% larger, 
87% more brilliant. Progress in manufacturing techniques that offers 
mountings of superior appeal. Progress in imaginative retail mer- 
chandising! And progress in quality control that assures merchandise 
sold ... stays sold, and buiids repeat business! 

To the wholesalers and retail jewelers of America we say “‘Thank you’’ 
for your acceptance and promotional support that have made Feature 
Ring the ‘‘fastest selling diamond ring line in America.”’ 


Our Anniversary Program offers diamond selling opportunities as 
never before! Introduces a bright ‘‘new style influence’’ in diamond 
rings ...a brand new “‘merchandise’’ package for brides-to-be . 
exciting traffic ideas .. . backed by the biggest value offering in history! 
This is the program that will give you plenty of SELLabrate! 


Contact your authorized Feature Ring wholesaler today . . . or write: 


Sate Shang Con 


130 WEST 46TH STREET, NEW YORK 36, N-Y. 


eature Lock U.S. Pat. —2507348 and Feature-Glo Pat. = 277423! 
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Let that BU _ OVA difference help 





spring promotions...and make big 


MOO-LA 


how now brown cow? here’s how! 


In spring most things all multiply 

Including the way that people buy 

Just watch them view with strong emotions 
The 6 new Bulova promotions. 


Nary a one is dull and ploddy. 

There’s something here for everybody! 

A TRADE-IN SALE! A TEEN PROMOTION! 
Some SPECIAL QUALITY WATCH COMMOTION. 
GOLDEN MOMENTS! GRADUATION! 

And a BIG SURPRISE that’s a real sensation. 


Tie-in! Cash-in! Make real dough! 
For Bulova is, as you very well know, 
The advertiser that makes plans pay! 
The biggest advertiser — 
The bestest advertiser — 
Of super-fine watches 


in the U.S.A. 


Because spring’ll be here before you know it, Other kinds of stores, other kinds of gifts, are 
now is the time to start heading for greener sure to be there... trying to nose you out of 
$$$$$$$ pastures. After all—it’s that hint of your green spots. But do not cower!! Take the 
the “mint”? that makes the difference... and bull by the horns and get ready to run these 
that ain’t hay! promotions in your store. 


you sell till the cows come home... 


2 AA ~_ Py . AJ f AR APY 199 
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STOCK BOXES 


wit 4 “PERSONALIZED” LOOK 


Stock jewelry packaging 

created for YOUR merchan- him 
dise. Over 80 assorted he 
styles to meet any pack- 

ore late Malte | 


Shown is one of our most 
popular metal cases. Attrac 
tively finished in neutral 
embossed gold edged 
leather with interior fittings 
of white sotin and em 
pyrean velvet. Perfect for 
silver, gold or colored 
earrings. 


Send for our current 
aehioliole MILE Sigehilate 
our complete 
Stock Line 
available for 
delivery. 


We will gladly design 
your own specialized 


package for you 








BOX COMPANY| 





523 MT. HOPE ST. ° 


ATTLEBORO FALLS, MASS. 








“The Rosary of the Month” 
Whe Rosary O the j a 


handsomely crafted of 


Catamore Rosaries 
precious sterling silver and the finest rosary beads. 


Distinctive . . . beautiful original designs. Sales 


are bound to increase—and profitably. 


Selected 
and 
Serviced 
by 
Leading 
Wholesalers 


R320/1/98-825 $16.50 
Black round bead. Un- 


breakable construction. Gen- 
uine leather case. 








They're New... 


Mother of pearl brooch and earring set 
available with 10K or 14K frames. 


Keystone from $20.25 to 


Brooches 
come in three sizes, 
$36.75. Earrings, in 10K, $22.50 Keystone; in 
14K, $26.25. From Barrasso & Blasi, 31 Gov- 


ernor St... Newark. N. J. 


] 


Bracelet has clusters of cultured pearls set 
in relief within a framework of 14K textured 
gold. Grouping of clusters accented by black 
pearls and pastel shades of pink or blue. Ap- 
From David 4G. 
York. 


proximately $530 retail. 


Steven. Inc... 37 W. 47th St., New 
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New line of “moderately priced” watch 


bands features 
finish. From Ebert & Co., Inc.., 


designs, Florentine 
220 36th St.. 


+) 


Various 


Brooklyn. 


Picture frames in sterling silver come in 
various sizes and shapes. Included in this line 
is the “grandparent” series, designed to hold 
from one to five portraits. 
$5.50 to $60 FTI. From Sterling division of 
International Silver Co., Meriden, Conn. 


Prices range from 





| 


eo) Me a a let-le 
TOTAL WEIGHTS 


Priced 
TOTAL 
WEIGHTS , 


Goldstein-Gerson co.,inc. 
Vhe Weouse of Fahiaile \30 WEST 46th STREET, NEW YORK, N. Y. 


West Coast 448 South Hill Street, Los Angeles 13, Cal. 





JEWELERS’ CIRCULAR-KEYSTONE PUTS 


960 JC-K JEWELERS’ DIRECTORY 


ADVERTISERS) WILL GET 


SO USERS (AND 


more experience more accuracy 


Over the years, Jewelers’ Circular-Keystone has 
produced 43 directories for the jewelry trade. 
In mid-1960, the greatest compilation of sources- 
of-supply for the jewelry industry will be pub- 
lished as the JC-K Jewelers’ Directory Issue of 
The Jewelers’ Circular-Keystone. This forth- 
coming issue of JC-K is the result of the indus- 
try’s need for a reliable, authentic, easy-to-use 
index to sources-of-supply. 

The thousands-upon-thousands of inquiries re- 
ceived each year by JC-K’s Readers’ Service De- 
partment leave no doubt as to the extent of that 
need, nor the reception which will be accorded 
this work. 


more planning 


A fresh approach to the problem ... and months 
of research and planning. . . preceded the final 
decisons on the format of this directory. Its 
design is calculated to provide the utmost ease 
in use by those in every segment of the jewelry 
industry. Years of working closely with retail 
jewelers and suppliers have provided the JC-K 
staff with the experience to mold the proper 
pattern for this practical and modern directory. 


more information 


Between its covers, the 1960 JC-K Jewelers’ Di- 
rectory issue will contain a wealth of informa- 
tion of such breadth that it will become a year- 
long, day-after-day working-tool for members of 
the jewelry industry. For example, in addition to 
the verified listings of sources of sup}. the 
Directory issue will contain 36 pages of authori- 
tative editorial material of a reference nature, 
such as JC-K publishes throughout the year. 
Such material, the trade will have handy to 
refer to on frequently recurring occasions dur- 
ing the year. Also, there will be a complete pic- 
torial exposition of every active pattern of 
flatware in jewelry-store quality silverplated and 
stainless steel—and every active pattern of 
sterling made in this country. 


Every item in the 1960 JC-K JEWELERS’ 
DIRECTORY ISSUE is being painstakingly 
checked and double-checked by the industry- 
informed JC-K directory staff. Listings and their 
identification will be verified as close to publica- 
tion date as practical to make this the most up- 
to-date, accurate source-of-supply book ever 
published. 


more convenience 


The most modern techniques of indexing and 
the latest developments in the graphic arts are 
being used to make the JC-K JEWELERS’ DI- 
RECTORY ISSUE as simple as a-b-c; as easy 
to use as an encyclopedia. A unique system of 
section separation will lead the user quickly to 
the buying information he seeks. 


and more opportunity 
for advertisers to sell! 


The 1960 JC-K JEWELERS’ DIRECTORY 
ISSUE gives advertisers a year-long prestige 
showcase for their products and services. The 
day-after-day traffic through this issue offers 
not merely billboard advertising; but buying 
traffic from people actively in search of merchan- 
dise. 

While this directory issue of JC-K is designed to 
meet the needs of the user, its format also favors 
the advertisers’ interests. 


verified circulation 


As an advertiser ... you are assured of a great 
and alert audience of active buyers. The total 
circulation of this issue of JC-K will be well over 
20,000 copies. This circulation, like the data in 
the directory sections will also be verified! This 
great readership will be almost immediately 
turned into usership—buying power in action! 
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MORE INTO THE 


ISSUE 


MORE OUT OF IT 


THAT'S WHAT'S INSIDE. THAT'S WHY YOUR ADVERTISING 
SHOULD BE THERE TOO! 


VITAL SOURCE-OF-SUPPLY 
INFORMATION AT THE USER'S 
FINGERTIPS INCLUDES: 


ALL NEW! 
ALL VERIFIED! 


ALL INCLUSIVE! 
a listing of sources for MERCHAN- 
DISE which the jeweler buys for re- 
sale—VERIFIED 


a listing of sources of JEWELERS’ —— i 
SERVICES AND SUPPLIES—VERIFIED This is a Big Story ess 
a directory of MANUFACTURERS’ SUP- , , 
PLIERS— VERIFIED Too big to fully detail here. 
plus, an alphabetical listing of about 
5,000 names, addresses and telephone 
numbers of industry suppliers, along 
with branch offices; with every supplier 
identified as to method of distribution; 
every company identified as manufac- 
turer, wholesaler or importer — THE 
YELLOW SECTION—VERIFIED 


Call your local Jewelers’ Cir- 
cular - Keystone sales office 


today for particulars. 


Se ee ect ee Se SS SS SSeS eS See eee eee eee eee ee 


THE JEWELERS CIRCULAR-KEYSTONE 


A Chilton Publication 


CHESTNUT & 56TH STS., PHILA. 39, PA.—SHERWOOD 8-2000 


New York Providence Chicago Los Angeles San Francisco 
100 E. 42nd St. Indus. Bank Bldg. 360 N. Michigan 198 S. Alvarado 1355 Market 
OXford 7-3400 GAspee 1-5281 RAndolph 6-2166 DUnkirk 7-4337 UNderhill 1-9737 
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a. EYE APPEAL—\ They're New... 
Packed with “BUY APPEAL, — 


i excitin 
REH- tage on 
TROPHIES pages of 
| master-crafted 


1 
| TROPHIES 
: 
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' 
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| PLAQUES - CUPS 
a _ INDIVIDUAL AND 
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A Corum watch with 18K gold dial and 
hands is housed inside each of these $20 gold 
coins. Wrist model retails for $820; pocket 
model for $800. From Tessco Jewelry Crea 
tions, 666 Fifth Ave., New York. 


- a ee 
oc cnemnial : 


tn 
nn AO 


Most complete line of Highest Quality trophies; all 
figures electro-plated and lacquered with jewelers 
lacquer for beautiful, lasting finish. Cups are hand 


spun commercial bronze and plated in “sunburst” 


finish. Priced for fast, profitable, repeat sales. 


asses ee ee ee ee ee ee ee ee ee ee ee es ss 


New REH - craft 


1960 TROPHY and AWARD CATALOG 





Write for your FOR EVERY SPORT, EVERY OCCASION 
FREE copy now! 


A.C. REHBERGER CO.’ 


Karat gold pendant has diamond in floating 
setting to give maximum brilliance. From 
Goldstein-Gerson, 130 W. 46th St., New York. 


thanks the discriminating jewelers of Amer- 

ica for choosing WALDERITE*. For years, 

fine jewelers find it absolutely unequalled 

when diamond is too costly. 

A HAPPY g PROSPEROUS NEW VFAR T0 ALL “Bracelet look” is featured in the “Rhap- 
sody” ladies’ watch band. Band is adjustable, 

Write tor tree display and folders tor counter use. comes in both yellow or white gold filled, with 

* Reg. U. S. Pat. No. 595517 | straight or loop ends. Center catch chain is 


WALDERITE - 580 Fifth Ave., N.Y. 36, N.Y. * JU 6-3185 added for extra security. Loop end 


straight end (664), $12.60 Keystone. From 


(663) o1 





Gemex Corp., 1200 Commerce Ave., Union 
N. J. 


First Desk Set with 
$1.00 features for.. 


Truly a handsome, well made set, with your 

aold imprint (5 lines maximum in block, seript 

or italic) on base, plus Free gift box. Min. 

order, i100. {-col. Newspaper mat sent free 

for your promotion uses. o tgs 

Several ways desk set is being used: iy In Hundred Lots 


TO OPEN NEW ACCOUNTS. TO RE- i ae Shipment 
OPEN CLOSED ACCOUNTS. OLD CUS- prepaid if 
TOMERS NIGHT. BUILD UP REPAIR DEPT. ' q 
FOR GRADUATION. 

Refills 10¢ ea. in red, green, blue. Desk Peas 

and base colors: BLACK—IVORY— 

RED—BROWN (or asstd.). tf order 

doesr t specify eolor, we ship all blaek. 

Terms: Net (0 days F.0.B. Factory. 

5 wks. Collvery. Pg Stainless steel waterproof watch (01/1420) 


GOLDBNER ASSOCIATES | : { has expansion strap, luminous dial. $10.95 re- 
P.O. Box 2703, Nashville, Tenn | tail. From Kienzle Co., 102 Fifth Ave., New 
| aie York. 




















Allimports are shipped 
F.O.B.Geo. Zoltan Lefton Co 
Chicago Warehouse or 
F.O.B. Lefton-Pacific Inc 


Los Angeles Warehouse 
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SEND FOR OUR 


COMPLETE CATALOG 


Tea Pot $15.00 dz 
Cookie Jar 18.00 dz 
Sugar / Creamer 12.00 dz 
Ash Tray 6.60 dz 
Jam Jar 9.00 dz 
Cheese Dish/cover 9.60 dz 
Mug 4 6.00 dz 
Pitcher 9.00 dz 


Spoon Rest 
w Salt Shaker 9.00 dz 


Wall Pocket 6.60 dz 
Two Comp. Dish 12.00 
Tea Bag Holder 3.00 
Egg Cup 3.00 
Salt / Pepper 6.00 


he Sells... Gls 


COAST-TO-COAST REPRESENTATION 
SHOWROOMS 
NEW YORK—225 Fifth Avenue, 1129 
LOS ANGELES -Brack Shops, 705 
DALLAS—Trade Mart, 1400 
MIAM!|_-1034 N.W. 23rd Street 
ST. LOUIS--219 Mdse. Mart 
LONG LAKE, MINN.—-Route 12 
SEATTLE--614 Terminal Sales Bldg. 


GEO. ZOLTAN LEFTON CO., Import 


GENERAL OFFICE & WAREHOUSE 
3622 SOUTH MORGAN STREET, CHICAGO 9, ILLINOIS 
CHICAGO SHOWROOM: 1555 MERCHANDISE MART 


LEFTON-PACIFIC INC. 


527 W. 7TH STREET 
LOS ANGELES, CALIF. 
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for the first time 
a new I0-cup 


(iat for only 
Limited Quantity Special! Now for the first time you 
can offer a 10-cup. chrome-on-copper Universal Coffeematic at the 
price of an eight! Never before has such a quality coffeemaker 
been available at such a value! Precision-made to the exacting 
Coffeematic standards with the famous Flavor-Selector, it’s the best 
buy of 1960. The supply of this model is limited, so get your order 


with the 


in ‘while *v last. "sas fay st y S i s 5 
in now while they last. It’s a sure way to boost your Spring sales of FLAVOR-SELECTOR 


America’s fastest selling coffeemaker. 


a % 


¢ CHROME-ON-COPPER - HEAT SENTINEL + NON-DRIP SPOUT - SPEED PERKING 


> eS 2 


aoe ee, 
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, FRARY & CLARK, NEW 
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LETTERS 


P’s & Q’s 
To the Editors: 
A few remarks are in order regard 


ing the article, “You Can Afford to 
Advertise,” in your December issue, 


page 46. 


Why in the world do you reproduce 


illustrations of postal cards advertising 
watch repairs for such and so much 
except “Patek-Philippe’’” and _ proceed 
to spell Patek-Philippe with two l|’s and 
one p: 

Had I ever received one of these, | 
most certainly would stay away from 
this store and advise others to do so. 
Any company that cannot spell correctly 
the name of the world’s most outstand 
ing watch doesn’t deserve much in th 
way of trade. 


Barberton, Ohio NAME WITHHELD 


[t’s a matter of Sppe hing —~hiut thei 


: . ° , ’ 
manutacturer tse lf wses tivo l’s and Cile 


j/. hed. 


Employed Teen-agers 
To the Editors: 

| just finished reading “Should You 
Sell to Teen-agers on Credit” in the De- 
cember issue of JC-K. Since I have been 
viving credit to teen-agers for almost 
len vears, I recognized many of my own 
experiences in the article. There is on 
thing, however, that wasn’t mentioned, 
and I hope it might prove to be of value 
to your readers. 

Many high school students today are 
taking part in occupational programs— 
they go to school in the morning and 
hold steady jobs in the afternoons. Not 
only do these youngsters have a steady 
income, but they usually are very finan- 
clally responsible as well. Each year I 
obtain a list of such students from the 
local high schools, and contact them by 
letter to let them know that I will sell to 
them on credit. So far, my experience 
has been favorable, and I think I have 
built a lot of good will. 

Chicago STANLEY DIEBOLD 


For many years t 


known for the finest folding ‘oa in the 
world ... for the attractiveness, quality, de- 
pendability and service insisted upon by the 
company’s founder. Packaging created and 
produced in the Lindley manner reflects the 
quality of your products, the personality of 
your store...helps you gain friends and 
repeat customers. 


Contact “The LINDLEY MAN” .. . a card or a wire 
will start you on the way to better packaging. 


LINDLEY 


BOX AND PAPER DIVISION 


Marion, Indiana 


FEDERAL PAPER BOARD COMPANY, INC. 





froom WES TCLOX 


Pilfer-proof, ADD-ON watch display cases 
FREE with your watch assortment orders! 


e Plexiglass enclosed—compact, colorful, sturdy! 


e Fully protected against pilferage—even in high traffic 
areas. 


Stack ’em high, stack ’em wide, these new Westclox cases are the 
most versatile, practical, selling displays you ve ever seen! Colorful, 
shining, interlocking... you can build your own eye-catching sales 
display simply and quickly just by adding on units. 
Pilfer-proof! You can remove contents easily, but pilferers cannot! 
Watches are sold individually You can further protect contents with chain or wire through lock 


as well as in displays. holes. 


Another New Feature! Each watch and its mounting is easily 
removed from display case...they snap into place in Westclox 
custom-designed gift box to help you make quick sales! 


New Display Cases are FREE with your watch assortment order. 
Choose your assortments from those listed on the following page. 
Case comes with assortment. Order from your Westclox repre- 


sentative RIGHT NOW! 


MORE NEWS! 


Westclox continues TV’s most popular live spectacular 


series! “SPECIAL TONIGHT” 


January 7: Mrs. Miniver—CBS-TV Network 
February 19: The Citadel—ABC-TV Network 


Mine, 


| y Your Westclox votes Belay Ph ACh SD 


TRRS ° 60 TUNE IN and TIE IN for Westclox Fair Trade Protected Profits! 


Our 75th Year—Serving the Timepiece Industry 


STCLO 


MAKERS OF BIG BEN «+ A DIVISION OF GENERAL TIME CORPORATION + LA SALLE-PERU, ILLINOIS 





Shriow k Resistant ce 

Unbreakable 
Mainapring 

Anti- Magnetic 





BALLET 


(as shown) 


ASSORTMENT 7430 ASSORTMENT 6890 


Dealer cost $55.10 Dealer cost $41.17 


SPORT WATERPROOF 








expan- 658-L ' 
$16.95 illigat $12.95 

648 ain Stray 
$16.95 $13.95 
sf yn, 689-L Dacr 


r 
lay O45 nacwnnmrn rman 
Or nancsome, pe ane 


Jesig 689-LB irge jun lia 
$16.95 chrome $11.95 
$16.95 

SHADOW THIN WATERPROOF LANCE SELF-WINDING 


assortment #5 7O assortment #OOO 


RTMENT 
ASSO 6530 Dealer cost $48.51 Dealer cost $56.26 
Dealer cost $44.49 


COQUETTE FASHION 


raised 780—Chr » Hand, 
nd $13.95 eat $14.95 
$12.95 ” i. raised 
aed rs, metal exp. band $14.95 
$13.95 


780-B f iSé VeEeT é nang 
; tai €xpa band $15 95 
781-LB econd 

nana $16.95 


$13.95 ind 782-LB 


rysta : 1old se, $17.95 
$12.95 j 1G Marke lray ieatne traf 770-L : : 
Jal $19 95 


10% Federal Excise Tax. 


ILLINOIS 
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LOVE ,AT 


FIRST SIGHT! 


88S50TX ... in white, ivory, peach, 
gray or bive plastic . . . has linings 
of fine velvet and rayon satin. 


Never before has a two ring plastic case combined such 
eye-captivating, value-enhancing appeal as this new, 
clean-lined Dennison 8850TX. 


Every angle of this modern masterpiece is aimed at 
focusing attention on the rings themselves. The 
converging slopes of cover and base ... the slant of the 
ring pad within its delicately beaded frame... the extra 
tilt given by the easel in the base! All add up to top 
attention in counter or window displays. 


Order the ring cases that help ring up sales 
from your Dennison Distributor. 


Dennison 
Helping you compete more effectively 


JEWELERS’ DIVISION » MARLBORO, MASSACHUSETTS 
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Dazzling and Translucent 


In the saga of rings, Star Sapphires and Rubies 
hold a special place. You too will wish to know 
more about these fascinating gems, ask 

your favorite supplier, to show you 

his line of STAR OF FREYUNG rings. 


STAR OF FREYUNG, GEMMA ring stones are 
imported by arrangement with Union Carbide 
Corporation and distributed by leading 

stone dealers throughout the United States. 


W. C. Von Clemm The GEMMA Company 


~ti rad 
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Photograph courtesy of First National City Bank of New York 


Special Offer 


Fill out and mail coupon with 10 cents to cover 
cost of postage and handling. Receive an attrac- 
tive gift of fine Bavarian china, valued at $2.50. 
Limited quantity, first come, first served 


Firm Name. 
Address 


Authorized Signature 


47 West 47th St., New York 36, N.Y. 
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m SCHICK EXTRA 





(Limited time! Offers expire March 4, 1960. Subject to withdrawal without notice.) 


BUY EXTRA-PROFIT ASSORTMENT #601-DS 
GET Valuable Selling Center FREE: PLUS 
Extra Profit ‘‘Dealer’s Choice’’ Merchandise!* 


ASSORTMENT 601-DS 
6 Schick Shaving Heads $25.38 
Schick Spare Cords 1.62 
Schick Spring Cord 27 
Home Service Kits 47 
Cleaning Brushes 92 
New Schick Shaver Clean 95 
New Schick Pre-Shave 
Powder Sticks 


rr 
WWN We A 


GET THIS “DEALER'S CHOICE” OFFER! 
Up to $25.00 retail value of Schick 
Parts and Shaving Preparations 
at 52% OFF! _ $12.00 
$27.56 


GET DISPLAY FREE 


YOUR COST 


RETAIL VALUE 


$39.00 
2.50 
1.95 
2.25 
3.00 
3.00 


3.00 
$54.70 


$25.00 


$79.70 


PLUS THIS ‘‘DEALER’S CHOICE” OFFER! 
MAKE UP TO 40.3% PROFIT ($32.14). 


BUY EXTRA-PROFIT ASSORTMENT +#602-DS 
GET Valuable Selling Center FREE:PLUS 
Extra Profit ‘‘Dealer’s Choice’’ Merchandise!t 


ASSORTMENT 602-DS 
12 Schick Shaving Heads 
3 Schick Spring Cords 
3 Schick Spare Cords 
6 Home Service Kits 
24 Cleaning Brushes 
6 New Schick Shaver Clean 
6 New Schick Pre-Shave 
Powder Sticks 


tGET THIS “DEALER'S CHOICE” OFFER! 
Up to $75.00 retail value of Schick 
Parts and Shaving Preparations 
at 60% OFF! 


GET DISPLAY FREE 


PLUS THIS “‘DEALER’S CHOICE”’ OFFER! 
MAKE UP TO 45.1% PROFIT ($83.52). 


YOUR COST 


$50.76 
3.81 
2.43 
2.94 
3.84 
3.90 


3.90 
$ 71.58 


$ 30.00 


$101.58 


RETAIL VALUE 
$78.00 
5.85 
3.73 
4.50 
6.00 
6.00 


6.00 
$110.10 


$ 75.00 


$185.10 














Drop-Shipped-Prepaid 





ORDER NOW from any of these SCHICK SUPPLY CENTERS or from your McKesson or D.S.C. Wholesaler: 


ALABAMA: KENTUCKY: 


@ San Francis 4 © Tampa 2 Grand Rapids NEW YORK: 
* Birmingham 3 656 Market St 206 E. Cass St 3 Ottawa Ave NW © Albany 
519 19th St North DOug as 34 33 Z 3064 ( >. Fifth t Gl er dale 6 7097 55 Vaiden Lane 


FAirfax 2.8322 jUniper 3-584] HE miock 4.2973 
ARIZONA: © Daaver e Atienta 3 © Mrookly 
* Phoenix 115 Eighteenth St 3 Peachtree St NE 
123 W. Adams St CHe 
Alpine 8-3547 


LOUISIANA: silat 
. . @New Orleans [5 904 Marquette Ave 
y OWES JAckson 5-3426 931 Canai St FEdera } 

} eSt Pau 
ILLINOIS: 7 


E Sisth S 


CONNECTICUT 


© Hartford 3 * Unica 


CALIFORNIA: 
a eri « a €0 3 
~eotagin deren 42 Church St 34 E Adams St 
936! Wilshire Bivd . 

; Have! 7-635 FRanklin 72-3314 
CRestview 6-8173 


CApital 4.0487 


MISSOURI: 
* Oak Park Kancac Ci 

*Long Beact :St an Seoteste . - ena th C+ 
Ma ge DAvis 3-17 EUciid 3-584 MARYLAND: Victor 2-7940 
® Los Angeles |} © Peorsa °St Louis 

404S Spring St 

MAdison 4-2673 
* Oakiand 172 

337 14th St © Indianapolis 48 

Highgate 4-1325 21 &. Maryland St 
* Sacramento 14 . ksonv ME irose |-? 

1129 Ninth Stre 

Glibert 8.3179 
© San Diego | 

97 Eighth Ave 

BEimont 3-1938 


*Baltimore 
\4 North Howard S! 
3-9312 Plaza 2-4345 CHestnut 


COLUMBIA: 


+, S Ma r Street 


INDIANA: MASSACHUSETTS: NEBRASKA 
*Boston 10 

53 Frankiin Street 990 Sth St 
407 Liberty 2-0196 ATiantic 3646 


eOmaha 
c 


et 
IOWA: NEW JERSEY: 
®*Des Moines 9 
604 Mulberry St 
CHerry 4-82726 


MICHIGAN: 

® Detro t 6 ® Newark 7 
r 1183 Raymond Bivd 

MArket 3.7540 











SHAVING NEEDS SELLING CENTER 





of these 
PROFIT OFFERS 


Make your store headquarters for Electric Shav- 
ing Needs! Set up this high-profit new department 


in only 934” x 111” of counter space. 


Sturdy blonde-finish wood 
cabinet with storage space 
in rear. (Free offer is for 
display cabinet only. Does 
not include merchandise 
illustrated) 


gk ale ea 
Sao Ee 


A HIGH-PROF 
PARTS DEPARTMENT 


Razor 
ICK Electric 
Genuine SCH high unit sales 


s give you - 
a“ orofits Features — 
ead. 

adjustable Custom Comb 
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PENNSYLVANIA: 
elancaster 
6& Greentfie'id Rd 
EXpress 4-403 
© Philadelphia / 
) Wainut St 
PEnnypacker 5 8° 
ep ttsburg?r d 
BOG Liberty Ave 
COurt |-4554 
© Columbus I3 RHODE ISLAND: 
73 —. Gay St 
CAo tal 4.4639 
© Dayton 2 
4+ Fourth S! 
BAidwin.: > TENNESSEE: 


* Providence 3 
Weybosset Street 
GAspee | -8674 


OKLAHOMA: TEXAS: WISCONSIN: 

@ Oklahoma City 2 * Dallas ? Milwaukee 3 
325 W. Grand Ave 217 Elim St 757 N. Plankinton Ave 
CEntral 5-8080 Riverside 8.8954 BRoadway 6-4659 








| CUSTOM-COMB 


; 4 ; ADJUSTS 
Bs $650 | THE SHAVING ANGLE 
Bi ~ TO ANY SKIN OR BEAI 
Te COMPLETE COnvenson xi , ase = — 


ae 


SHAVER 
CLEAN 


SHAVING HEAD rave fel 
CLEANER (LUSRICANT 


~~” MODERNIZE YOUR 
PRESENT SCHICK RAZOR 
NEW SCHICK , 
ADJUSTABLE «* 


in, © 


Sy 
i 
e* , 


a 





: GENUINE 
SCHICK. 


i —_ “te af ce 
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« Seattle 
, hi ve ‘ 
MAin 2.358! 
. p )* ne 
® Toledo 2 e Memphis 3 W. 508 Sprague Ave 
238 Erie St 270 Monroe Ave MAdison 4.0693 
CHerry 6-9676 }Ackson 6-4592 ae 





SCHICK INCORPORATED: Lancaster, Pennsylvania 








CREATES A CONSCIOUSNESS FOR 
QUALITY WATCHES IN 100 MILLION AMERICANS 


“ONCE UPON A CHRISTMAS TIME” "MEN INTO SPACE” 
Full NBC Network Full CBS Network 


HE powerful impact of Longines-Wittnauer’s Fall and Christmas advertising has enormously 
et enlarged the potential for quality watch sales among retail jewelers. It greatly intensified the 
consumer acceptance and the prestige of our watches—stimulated a desire-to own—on which 
quality jewelers can cash in. 

This special Longines-Wittnauer campaign ran from September throughout December. A 
high-spot was reached in the week of December 9 when 65 million potential buyers saw our full- 
hour spectacular “ONCE CPON A CHRISTMAS TIME” on the NBC Television Network; and. 
on the same evening, our dramatic half-hour “MEN INTO SPACE” on the CBS Television Net- 
work; and also heard our multiple selling messages on both NBC and CBS Radio Networks. 
And, of course, concurrently, there were the manifold other Longines-Wittnauer advertising 
programs, including sports and print. 

The prestige advertising of Longines-Wittnauer directed to ALL AMERICA, over the past 
25 years, has created an enormous pool of buyers eager for your invitation to buy. We believe it 
is a fair statement that there is a vast market for finest quality watches in this quality conscious 
era. It is a market worth fighting for. 


For Almost 100 Years Leader in Highest Quality Watches 
LONGINES-WITTNAUER BUILDING ¢ FIFTH AVENUE, NEW YORK 





JEWELERS’ | CIRCULAR-KEYSTONE 




















SPEAKING OF THE JEWELRY TRADE 


| axepneiagiaaaaest HIGHWAY: You licad. Total diamond weight: abou! tranquilizer pills. 
” dont often speak about diamond 2 OOO carats. \ few centuries back. in the manly 
those gorgeous fire-filled gems fon Having proved itself with the an davs of the Borgias. the same rine 
adorning gorgeous. fire-filled females “ays. the machine is scheduled to bufl 
in the same breath with = stean off the highways. It will be used on 


Lt OOo miles c>] supe! highways 


could have concealed a needle-sharp 
pring and a shot Ol deadly poison 


vour tavorite toe. (,uess we! 
el. diamonds rmoOw a u \\ (>t) vovernment! hooks. Also. it 


, Ominge solties. 


the function of steam rollers rrobably will be used to smooth out 

smoothing off highways corrugated stretches of old road sur 

much more accurately than steam rol lace ( y" CHANGE: A watchs tiny heart. 
ihe | 


lers ever could. (ptima., the South African minins valance wheel. has 18.000 


= ; |" , : . " : vs 
his Crass Lise tol i virl s joe . public ion. reports the developmen beats per hour. Incessantly pulsing 


» 
Ac = 


end came about when lets irrived ully: licks its chops Ove! this ie \ é back and forth. if travels QO, mil 
* . 1 . 4 " a rig (} | ‘) " “— 2. re? rw . . 
the travel be il op Phe high lan ] diamond hy rt. Wi lj je every D4 hours. This distance rolls 


ne speed of jet aircraft turned t terests the GE bovs. too. 
ae up. during the course of a vear. to 
tiny variations in runway levels ( whic] — , 
i; tourney ot 5. IO 4 miles. 


propeller-driven planes take in the ‘ ' ' 
ECRET COMPARTMENT: I: TY people lhe amount of oil needed to lu- 


stride | mito hazardous bumps. ‘ 
speed-built jolts knock out a= jet 


delicate instruments and damage 


who are glad they re neurotic 01 bricate an entire watch with its 175 
lor the man who has everything, a parts is about one-tenth of a drop. 


<tructural members. London jewelry designe! has per- lhe tiny amount ol ol that is pul 


So. | ree le sam laid down 4 new fected cl rine with a hinged stone. milo the halane t jewels must not e\- 
rule for constructing An Force run Just pry up the setting—and there's ceed | LOO of a drop. 
wavs: No variations to exceed !. inch a neat little nest for one’s supply of Obviously. oil wears out or dries 
per LO linear surface feet. up In the course of a vear. So make 
Thats when two manutacturers — - it a slogan for vour customers: Re 
teamed up to develop a trimming’ ; 9 =-0O 
sure to give youl watch a 0.000'°"4 
machine for levelling roads. Previ 
! ae mile checkup! 
ously. one made pavement erinding 
machines: the other. diamond blades 


ach “trimmer uses from 90. to 


eee DIAMONDS: The eager 


L105 diamond blades in its cutting tour-sts drop Sl.50 apiece into 
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Sensational Sales and Profit 
Stars for the Jewelry Trade 


WORLD FAMOUS QUALITY-BUILT 


acTransistor 
Fiearing Aids 


YOU CAN SELL TOSHIBA 


TRANSISTOR HEARING AIDS 
Because 


+ * e & 
Require No Special Fittings 
The vast majority of persons suffering from hearing impairments do 
not require clinical attention. 


Boxed for Over-the-Counter Selling 


Both models are attractively boxed, complete with hearing aid unit, 
penlite battery. earphone with 3-different size ear inserts. 


24-Hour Service Department 


Toshiba maintains a round-the-clock service department for cus- 
tomer and dealer satisfaction. 


Answers the Demand for Spare Unit 


Now, for the first time, hearing impairment sufferers can purchase 
a low priced, quality built hearing aid for use as an emergency spare. 


Lowest Maintenance Costs 


Toshiba transistor hearing aids operate on one low cost penlite 
battery. available everywhere. 


Guaranteed One Full Year 


Toshiba transistor hearing aids are sold to the consumer with a 
full year guarantee. 


Nationally Advertised 
Extensive national advertising campaign 
in leading consumer publications. 


Point- of-Sale Aid 


kK ye-arre ating, self-containing display 


card, consumer line folder and co-op ads! 


Priced for the Mass Market! 


= OO 
a) 


Quality Features 


@ TELEPHONE SWITCH @ 10 LOUDNESS SETTINGS 

@ VARIABLE TONE CONTROL # © 4-QUALITY TRANSISTORS 

@ SENSITIVE MICROPHONE @ 3-EARPHONE INSERT SIZES 
@ OPERATES ON ONE LOW COST PENLITE BATTERY 


MODEL THA-IOO! 


With 2-Position Tone Control 


Complete with penlite battery, 
earphone and carrying case 


MODEL THA-1002-3 


With 3-Position Tone Control 
Complete with penlite battery, 
deluxe earphone and carrying case 


For Complete Information and Literature Write Dept. J-I 


Ly-\ bib 300] Se) (e) theme ee) ite) 7-vile). 
52 BROADWAY, NEW YORK 4, N. Y. 


-LERS’ CIRCULAF 





Howard A. Millar's outstretched 
hand. then fall to their hands and 
knees. Scrambling like gophers across 
the field. they pause once in a whil 
to uncork little bottles containing a 
They 
lf a peb- 
ble floats. it’s junk; but if it sinks 


’ 


solution of methvlene iodide. 


drop small pebbles into it. 


its a diamond 

The stones they re alter were tossed 
up by a volcano millions of vears 
ago. \ farmer spotted one neal 
Murfreesboro in 1906 and Arkansan- 
from that generation to this have 
heen feudin’ over the land. Mr. Mil- 
far sued a diamond miner last veai 
lor a boundary violation and went 
irom 


“Crater of Dia- 


fo court to stop two others 
using the name 
monds, — 
Paying-visitors to Millars “Cra- 
ter have been increasing by 10.000 
each year for the last three years. 
Last year he thought hed attract 50-.- 
QO0 diamond-hunters. even though 
the odds against finding a diamond 
on his property are pretty grim. The 


total in 1958 was 125 little ones. 











The only recent breathtaking find 
Arkansas.” This 
15.3-carat stone was valued at $15.- 
OOO when Mrs. A. L. Parker of Dal- 
las discovered it in 1956. After 
cutting, it was appraised at $79.000. 

“[ couldnt afford to find = an- 
other.” said Mrs. Parker. 
paying $800 to, have her “Star” cut. 
she had to give $3.750 to Mr. Millar 


for the 25 per cent he 


was the “Star of 


besides 


collects on 


any uncut stone heavier than five 


carats. 
Mrs. Parker 


though, at any price. “Rockhounds 


wouldnt sell it. 


don't sell stones.” she says. “It's 
more a sentimental attachment it's 
Some people just cant 


like puppies. 


sell puppies.” 


(,° ro 
y 


Chances of finding a diamond 


Sefadu 


AFRICA. YOUNG MAN: 


are better at Yengama in 
Sierra Leone on Africa’s northwest 
coast. These diamonds are alluvial 
left near the present surface of the 
water- 


eround by some ancient 


course. 





EXPERT WATCH REPAIRS 








First let me give you the good news—your 


watch crystal is in 


excellent condition. 


Since L955. the government has 
been trying to restrict digging to 
licensed natives. But it’s been a hard 
battle. Once, 30,000 illicit 


were chased back into French ( yu a. 


miners 
The Ashanti Times. an English- 
language newspaper in nearby Ghana, 
The 


news was carried by telephone. hy 


describes the diamond fever: 


native drum and by word of mouth. 
Some of the first licensees struck 
lucky and bought Cadillacs. The sight 
of the big cars fanned the flames of 


rumour to prodigious dimensions, so 


that every African housebov imag- 


ined rightly —that there was, at 
Sefadu. a better chance of getting 
rich than was afforded by all the 
football pools in the world.” 

So grab your pith helmet. if you 
must. And. to check on the latest 


tips. just call the paper at Obuasi 16. 


2m 


lowing advertising text appeared 
Idaho. 


signed by a 


PHILOSOPHY: The fol 


recently im an Idaho Falls. 
newspaper. Though 
construction company. the message 
has truth for jewelers and other re- 
tailers. 

“\ly competitors do more for me 
than my friends.” the advertisement 
said. Viy friends are too polite, or 
considerate. to point out my weak- 
nesses. but my competitors go to 
heavy expense to advertise them. My 
competitors are diligent and efhcient: 
they make me find new ways to im- 
prove my products and services. 

NI, competitors would take m\ 
from me. if they 


business away 


could: that attitude on their part 
keeps me alert to retain that which 
is mine. If | had no competitors, | 


might easily become lazy. incom. 
petent and inattentive; I need the 
discipline they force upon me. 
cive thanks to my competitors : they 
have heen eood to me: | cannol at 


without them. 
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Part of the card and gift department, as seen from sidewalk through picture window 


is the first time that JC-k branch in suburban St. Louis. A 


devoted major attention to recent check with JC-K subscribers 


; ' greeting cards. Therefore, to in- indicates that about one jewelry 
Greeting card sales continue roduce the subject to jewelers store in every eight—both “cash” 
; who have sent greeting cards but and installment credit types—nov 

to climb; now sell at rate who may never have sold them, sells greeting cards. 
these facts and figures may be of The demand for greeting cards 
of 30 a year per person interest: Is soaring, according to Steve 
Many jewelry stores feature Shannon, executive director of 
greeting cards as traffic-builders the Greeting Card Association, 
and profit-makers. There is a large 30 Rockefeller Plaza, New York. 


greeting card section, for instance, The retail value of all greeting 
in Mermod - Jaccard - King’s new cards sold in 1939 was about $80 








Greeting Cards as Traffic Builders 


Searching for some new line that many people buy often, this jeweler 
chose greeting cards. Fixtures and opening stock cost $8,000. The new 


department is attracting customers—and soon may gross $20,000 a year 


@® IF YOU CAN GET THEM through the door, win- Stanley M. Freedman studied the problem a 
dow shoppers usually become customers. But how vear ago while planning to remodel Peters Jewel- 
often pedestrians stop in front of a jewelry store ers, Inc., in Bound Brook, N. J. There are certain 
window, look at a display with obvious interest, kinds of merchandise, Freedman thought, which 
hesitate—then walk away! almost everyone is accustomed to buy .. . these 
Reasons for this “threshold resistance” vary items, unlike jewelry, are usually low in price 
with the personality of the window-shopper. In ... and the low price is one of the reasons why 
many Cases, however, reluctance to cross the customers buy them frequently. Adding such a 
doorstep rises from the shopper’s fear of obliga- line would entice shoppers into the store. Once 
tion to buy something if he goes into the store inside and feeling at ease, they’d start to look 
something he’s not sure he really wants or can around ... and be exposed close-up to all the 
afford. Overcoming the psychological block which regular departments of the store. 
keeps window-shoppers out of the store presents Stan’s next problem was this: What often- 
a continuing challenge to jewelers. purchased, low-priced merchandise would be ap- 





it rose to $576 million of the selling comes in September, lations; shower and party invita- 
a better than six-fold October and November. tions, friendship greetings, cards 
Increase during two decades. The Other seasonal cards account for members of the Armed Forces 
rate of increase in the sale of greet- for another 15 per cent of greet- and cards sent just to “keep in 
ing cards was 20 times greater ing card volume. They are designed touch.” 
than the rate of increase of the for New Year’s, St. Valentine’s, Retail price is twice the whole- 
population. St. Patrick’s, Easter, Mother's sale price: a card that sells for 
Greeting cards are published by Day, Father’s Day, graduation, 25« costs the seller 124e«¢. Stores 
nearly 300 concerns, many of them Hallowe’en and Thanksgiving, and which accept their Christmas 
members of the association men- their sale is scattered throughout ecards in June earn an “anticipa- 
tioned above. They produced about the year. tion’’ discount of 4.5 per cent, 
3,965,000,000 cards in 1954—and So, of course, is the sale of since the store and not the pub- 


~ 


about 5,260,000,000 in 1959. That’s “every day” cards which make up lisher provides warehouse space 
about 30 cards for every man, the remaining 35 per cent of the during the summer months. 
woman and child in the country. business. Every day cards include Yield on investment is often 

Greeting cards are year-round birthday, gift, thank-you, sym- high. Seven to ten stock turns a 
sellers. True, about half of them pathy, religious and_— get - well year are far from exceptional, in 
are Christmas cards, but these cards: birth announcements; birth, decided contrast with the jewel- 
start moving in June and the bulk wedding and anniversary congrat- er’s 1- to 1.5- turnover. 








propriate? For more than ten vears he had 
worked to build a reputation for integrity, qual- 
itv and dependable service. Just adding some 
trafic-pulling “gimmick” now would cheapen his 
store’s image. The line he wanted must have a 
logical relationship to jewelry—it must be quality 
merchandise with a dignity of its own. 

Stan decided to add a gift department. And 
eatured mn thre gift department would he ( low- 
[/! iced, frequently-purchased item which is re- 
lated ro gift-giving occasions—greeting cards. 

The custom of sending greeting cards all 
through the vear, Freedman felt, would motivate 
strangers not only to enter his store for the im- 
portant first time, but to establish the habit of 
coming in regularly. 

Fortunately, Stan was able to acquire the store 
next door. With the help of his contractor, he 
began to plan the remodeling of the two-store 
area to make room for the new ecard and gift 
department. Since the goal was to entice cus- 
tomers into the store and expose them to mer- 


chandise, it seemed logical to place the cards as 


far as possible from the door. Thus, greeting- 
card customers would have maximum exposure 
to other merchandise. 





The back of the newly-acquired store was 
selected for the card department and two arches 
were cut through the wall which had separated 
the two stores. Since the arches were towards 
the back half of the “old store,” card customers 
would have to walk more than half the length 
of the jewelry department before they could 
cross through into the card department. 

Next step: a franchise from a greeting card 
publisher whose brand name and prestige were 
well established and whose cards were known for 
good design and quality. 

The publisher’s research team determined what 
stock would be needed for the new department's 
allotted space (92 feet of display). Studies of the 
trading area indicated what styles, types, and 
price ranges were suitable, and in what depth 
each item should be stocked. 

Besides greeting cards, gift wrappings were 
included in the department—paper, ribbon, seals, 
and gift-enciosure cards. l’arty goods, too, found 
a place—invitations, place cards, tallies, decora- 
tions, and paper party sets of table covers, nap- 
kins, plates, cups, coasters, place mats, and guest 
towels. 

The card manufacturer also supplied the fix- 


Stanley M. Freedman (left) is ‘‘my jeweler’’ now to many people who had never been 
inside the store before the new greeting card and gift department was opened. 





tures. The initial stock and fixtures required an 
investment of $8,000. 


The New Department Is Born 

Finally Stan’s carefully thought-out plans for 
the bigger store were finished. The remodeling 
was completed last May, just in time for Mother’s 
Day business. Eight full pages of newspaper ad- 
vertising heralded the expansion and remodeling 

the store—and announced the new card and 
gift department. 

Has the greeting card department been suc- 
cessful? “I used to know the name of almost 
every one who came into the store,” Stanley 


Freedman replies. ““Now so many strangers come 


in, I’m in a continual state of shock at the many, 
many new faces!” 

The mark-up on greeting cards is the same as 
on jewelry, but the turn-over is much, much 
faster. So Stan’s traffic-builder surprised him 
by not only serving its original purpose, but by 
being one of the most profitable departments in 


the store! 


fhe cards are priced from 5¢ to $1 with most 
of them in the 5 to 25¢ range. The average card 
and card sales totaled $100 to $150 
r the Christmas season. Early in 


sale 1s 75¢ 
each dav during 
December, Stan was able to predict that his total 
card sales for the month would be between $2,000 
and 33,000. 

The manutacturer of Freedman’s cards predicts 
that the department’s sales will be about $10,000 
the first vear and will climb to $15,000 or $20,000 
per vear after the department is firmly estab- 
lished 

By their very nature, greeting cards are a 
self-service item. Customers like to examine a 
number of them before making a selection. Thus 
Peters Jewelers’ sales staff needed no additional 
training to work in the new department. All they 
have to do is put the customer’s selections in a 
bag and ring up the sale. 

Reordering is simple and efficient. Cards are 
packed in multiples of 12. A reorder card is 
placed between the tenth and eleventh cards, to 
show that the stock is down to two cards. 

The reorder card is used to enter the new 
order in a permanent record, then sent to the 
publisher. Once a year, the card company studies 
the reorder record for indications of change in 
public taste and to check on the validity of the 
original selection of stock. 


Developing More Business 

Sensing that the department has a big poten- 
tial, Stan plans to explore it fully. For instance, 
a local industrialist happened to order 1,500 
Christmas cards from Peters Jewelers; so next 
vear the store will send circulars to all manufac- 


Peters’ new gift department, near the card area, is also 
a traffic-puller. Its appeal is to ‘‘small gift’’ buyers 


turing executives in the area and try to win their 
(‘hristmas card business. 

Imprinting is another money-maker for the 
department, and Stan features albums of cards 
which are imprinted by the card company. In 
addition, he bought an imprinting machine for 
$200 and pays a high school girl l¢ for each 
card she processes. He charges 95¢ for imprint- 
ing 25 cards. Paper party goods are also im- 
printed. 

The card department saves money as well as 

Formerly, Stan used direct mail adver- 

or five times a year. Now he slips 

samples silver polish and sales promotional 

literature into the bag with cards that are sold 

—and saves addressing time as well as the cost 
of postage! 

[It’s too early to know precisely what effect the 
new department’s traffic will have on the sales 
volume of other departments. But indications are 
that it will be considerable. The watch repair de- 
partment is flooded with work now, which de- 
lights Stan, for it has been the most profitable 
department in the store. 

Compliments from new and old customers (as 
well as increased sales) indicate that Stan’s re- 
cent remodeling has met with public approval. 
His business neighbors recognized the expansion 
as a vote of confidence in the future of downtown 
shopping and a “chain reaction” followed. Three 
other stores have been remodeled and six more 
are in the process of being remodeled. Stan helped 
form a committee to study an urban renewal. 

Getting back to the new greeting card depart- 
ment in the remodeled store, Stanley Freedman 
summed up his first seven months’ experience in 
“We sought a traffic-builder, and 
a truly profitable 

a 


these words: 
gained an unexpected bonus 
department!” 
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This $13,000 investment in 


weddings pays off fast 


America’s oldest jewelry store is young at heart. It started a 
bridal consultant service in 1956. And now its “Bride’s Room.” 


opened last June, is a customer-pleasing, money-making success 


b j Budd ¢ Mek night 
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@® “THIS IS JUST what Easton has been needing! 
“The room draws you like a magnet!” “It really 
makes you want to buy.” 

These are typical customer comments inspired 
by the Bride’s Own Room recently established at 
Bixler’s, America’s oldest jewelers, in Easton, 
Penna. 

And Bixler’s bridal service has rated raves 
from excited brides, harassed mothers and per- 
plexed friends for the past three years. 

Although the new department was completed 
only last June, increased sales already have in- 
dicated that the $13,000 spent to build the Bride’s 
Own Room will be returned within a year. July 


Bixler’s has occupied its pres- 
ent site on Easton's town 
Square—where farmers have 
Stalls three days a week— 
since 1929. 








after it 


by a bridal consultant 


June, 
ass al hown here 


By next 


_— | 
vi 
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. 


jear opened, this 


} s30r11 — ; : . anri »hh 1 = _ 7 
anda August Scit?’ i . \ . ; | | Wel t? ull 
| 


yt) per cent over las 


Increased traffic attracted D\ the new department 


’ 


reflected heavily the sales of the 


store, Too. 
.ccording to Kenneth H. Mitman, Bixler’s pres- 
ident, the 


evolutionary process. The first step in this process 


Bride’s Own Room is the product of an 


remodeled 
added to Bixler’s 
stock. At first, sales of these new lines were small, 


occurred in 1952 when the store was 


and fine china and crystal were 


but advertising (both paid and word-of-mouth) 


accelerated sales until it became evident tha 


? 


he same period. 


rest of the 


have paid for itself. Silverware. china and 


in an area formerly used for office and storage space 


with more promotion, a sizeable tableware busli- 


ness could be developed. 


A Bridal Service Is Added 


The next 


step was the adoption of a bridal 
1956. And Mr. Mitman was fortunate 
having on his staff a woman who was 


service in 
In already 
well qualified to assume the role of bridal service 
consultant—Mrs. Rosemary West. She was thor- 
Bixler’s merchandise. She 
had worked in the store during two Christmas 


oughly familiar with 


seasons before joining the staff on a three-day-a- 
week basis in 1951. She is a native of Easton and 
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A 


Choose the silver pattern first, in planning table appointments, bridal consultant Rose- 
mary West advises a bride-to-be. This desk is in one corner of Bixler’s Bride’s Own Room 


nows everybody’’—which is a big asset in a 
city of 56,000. 

Rosemary is well groomed, gracious and charm- 
ing. She exemplifies the “pleasing personality,” 
which Mitman feels is so important in a bridal 
consultant. And she has all the other attributes 
Mitman feels necessary for the competent con- 
sultant: understanding and liking young people, 
infinite patience in working with them (a vital 
point considering the increasing number of teen- 
age brides); excellent taste (essential in helping 
young brides choose table appointments they’l] 
use for a lifetime); the tact to work calmly with 
bewlldered brides and their weary mothers dur- 
ing the hectic weeks of wedding preparation; a 
knowledge of wedding etiquette (books are kept 
for reference) ; a thorough knowledge of the job: 
and hard work (a requisite with which retailers 
already are familiar!). 


How the Service Functions 
Whenever an engagement ring is sold at Bix- 
ler’s, the name and address of the bride-to-be is 
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given to Mrs. West. Engagement notices in the 
local newspapers yield the names of other tuture 
brides—those who didn’t get their rings at Bix 
ler’s. 

To every engaged girl, Rosemary sends an 1n 
vitation to inspect Bixler’s samples of wedding 
invitations, announcements and thank-you notes. 
She also mails folders which describe the complete 
bridal consultant service, for which there is no 
charge nor obligation. Telephone calls are used 
for follow-ups. 

When the brides-to-be come in, Rosemary ex- 
plains that they may use the consultant service 
in whole or in part. The service includes the con- 
sultant’s assistance in planning the wedding and 
reception, answering questions about the correct 
form of wedding invitations and other points of 
etiquette. She helps brides select gifts for the 
bridesmaids and the groom with presents for his 
ushers. She assists at the wedding rehearsal if 
the bride requests it and has helped at the wed- 
ding itself in a few cases. 

The consultant also offers to unpack wedding 





gifts and arrange them for the bride’s home dis- 
play. She supplies the fabrics and flowers to serve 
as a background. 

The two most widely used aspects of the service 
are the consultant’s assistance in choosing the 
bride’s table services and the bridal pattern reg- 
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istry. 


sage 


Rosemary’s good taste is appreciated by young 


ee 
x 


brides who want guidance in selecting silver, 
china and crystal which harmonize and comple- 
ment each other. Incidently, because silver is the 
most durable of table appointments and Is a po- 


me YA 


Sisk 


Ur 


tential heirloom, Mrs. West suggests that brides 
choose their silver first, then pick china and 


a3 


sa Bs 


crvstal to enhance the silver’s beauty. 


The Bridal Pattern Registry 

Mrs. West registers the bride’s choice in table- 
ware patterns and also records the quantities the 
bride would like to have. The bride quickly 
spreads the word, “Bixler’s bridal consultant 
helped me select the table appointments I'd like 
to have and has a record of my selections.” 
Friends breathe a sigh of relief—they don't have 
to rack their brains trving to decide what the 
bride would like. 

Brides are delighted with the registry for lit 
serves two functions. First, the wedding gifts 
not only harmonize with each other but really 
are “something the bride will like.’ Rosemary 
keeps track of the gifts bought for each bride 
and is able to safeguard the bride from receiving 
five bread trays but no sugar bowl. Or too much 
china and not enough crystal. Avoiding dupli- 
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ja 7m Kenneth H. Mitman is presi- 
Sly (a dent of Bixler’s. The clock 
was made by his wife's great 
creat-grandfather, who opened 

the business in 1785 
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Christian Bixler Ill, Revolutionary War 
soldier, made these coin silver spoons. 
His journal shows a record of the clocks 
he made and drawings of hands and parts. 








attention -2etters 


hy Virginia dD 


A ready-made doll house may be used 
for this display or a simple box-like 
house can be built especially for it, 
painting a shingle or brick effect on 
the outside and papering the rooms 
with wallpaper samples in patterns 4p 
propriate for the different rooms an< 
matching them to suitable’ clocks. 
Additional clocks can be shown around 
the house. Shrubbery and trees can be 
cut from cardboard and painted or 
made from twigs and artificial green 
ery. You may be able to borrow a suit 
able doll house from a local toy dealer. 
Cardboard cartons, braced with nai 
row wood strips and covered in dec 
Oorative paper will also serve very 
well. This unit would be useful with 
many displays of tableware or other 
household items. 











Time Around the World is the theme 
of this display with a blow-up of a 
world map covering the background. 
The clock near the copy card is set for 
the correct time in your own locality. 
Narrow ribbons lead from cities spot- 
ted on the map in various time zones 
to clocks in the window properly set to 
show the current hour in those local- 
ities. Such a demonstration of this 
variation in time around the world is a 
logical way to draw attention to your 
selection of timepieces. A photostat 
blow-up of a world map would be the 
most interesting, but a poster artist 
can probably execute a simplified and 
more colorful map at much less ex- 
pense. Such a map can be used with 
other merchandise to show the source 
of manufacture of merchandise or the 
areas where metals and gem stones 
used in jewelry manufacture are found 
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OCKS are so intriguingly clever in_operation Don’t overlook this opportunity to promote both 

smart in design that they call for special your clock merchandise and your store prestig« 

n in their display. There is surely ampie The history of timepieces is fascinating and well 

to inspire attention-getting window and worth promotional effort, but always be sure it is 

settings . .. wall clocks, floor clocks, balanced by emphasis on smart, up-to-date design 
traveling c:ocks, clocks with barometers, calen- and modern improvements in mechanism. 

dars, radios and timers... clocks to wake you The accompanying sketches illustrate severa! 


ip or lull vou to sleep with pleasant music, to clock displays, in each of which simple, easy-to- 


start your percolator or shut off your oven... . construct units are utilized. All of these units 

The jeweler has an advantage in promotiny are versatile enough for showing with other mer- 
timepieces, because he is an authority on the sub chandise and therefore are worth some care and 
lect of time; he can give his displays a_back- effort in their construction. The “do-it-yourself” 
rround of tradition V\ hich other stores cannot do spirit 1s as vood in the store as at home. es 8 
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A giant clock face makes an eye-catch 

ing support for a number of small 

clocks and a copy message. Additional 

clocks are hung against the back 

pround wall and displayed on eleva- 

tions on the window floor. The frame 

of the large clock face can be cut from 

construction board and painted black 

or dark brown. The face of the ‘‘clock’’ 

can be made from peg-board or plain 

construction board, but the peg-board 

would make the mounting of the 

clocks much easier. The clocks can be 

hung directly against the peg-board or 

supported on brackets attached to the 

peg-board. The giant clock might be 

adapted next year for a New Year's 

display, omitting the clock merchan- 

dise and copy panel and setting the - 
hands at midnight. re 














“Stagecraft” for 


repairs? Wh 'y not 


try a little? 


A bit of showmanship in window 
displays and inside the store builds 
service sales. This is 7th in a series 


exploring profits from repairs 


by William Sche ibe 


® INTERESTING, attractive window displays can 
build repair department volume for both the big 
downtown jewelry store and the small neighbor- 
hood shop. But, note the adjectives: interesting 
and attractive. Both of these goals can be attained 
easily and inexpensively. A few suggestions 
follow: 


1. Convert part of a window into a watch 
“hospital.” This can be done with so much real- 
ism that passersby will stop to look. 

Obtain six or eight little beds or cribs from 
a well-stocked toy department. Also, buy five or 
six dolls attired in nurses’ uniforms, making 
certain that their size is in proportion to the size 
of the beds. Perhaps, too, you can get a small 
male figure dressed in a doctor’s white uniform. 

Put a “sick” watch into each bed. Arrange the 
beds in a row to simulate a hospital ward, nurse 
between each bed. Have the doctor stand next 
to one of the nurses or show him bending over 
one of the “patients” (Figure 16). 

On the inside of the window put a sign or 
streamer reading: ‘““HOSPITAL—Quiet Please.’ In 
the window show two or three neatly-lettered 
cards, each carrving a little selling message like 
these: 

“If Your Watch Is Sick Bring It Here for the 
Finest Scientific Care.” 

“Our Charges Are So Modest No Blue Cross 
Needed Here.”’ 

“This Hospital Guarantees Its Cures for a 
Full Year.” 

“Bring In Your Watch Now for a Free Check- 
up.” 

“Bring Your Watch In Now—Visiting Hours 

, ree” 

“If Your Watch Has ‘Tired Blood’ a Thorough 
Overhauling Will Give It New Life, Vim and 
Vigor.” 

“Let Our Specialists Put New Health Into 
Your Sick Timepiece.” 


2. It is a good idea, once in a while, to devote 
the window to a display of the tools and scientific 
equipment used in an up-to-date repair depart- 
ment. Your jobber or supply house may be will- 
ing to lend you a timing machine, a lathe, or a 
full set of tools to supplement your own equip- 
ment. It may even be possible to put a watch- 
maker in the window, working at his bench, to 
show that the store is equipped to render expert 
repair service. For professional effect, he should 
be neatly attired in a white coat or smock. 

One or two cards, attractively lettered, can 
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Claim tag numbers let 
you reach customer's 
watch instantly. ‘9’ 
indicates the ninth 
panel: ‘‘7'' the seventh 
hook. 


KINGSLEY GORDON CO 


Fig. 18. Another arrangement of the 
timing board. A watch with claim check 
number ending ‘‘50”’ would hang from 
hook number 5 in the tenth section 











complete such a window and carry out a sales- 
producing story. Cards could read: 
“Some of the Many Tools and Scientific Instru- 
ments Used in Our Watch Repair Department.” 
“This Electronic Time-Master Checks the Heart 
Beat of Every Watch We Sell and Service.”’ 


“It Takes Scientific Know-How and Experience 
to Properly Overhaul a Watch... Our Reputa- 
tion Is Your Guarantee.” 

“Bring In Your Watch Now for a Complete 
Free Check-up.”’ 
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Buy Now, Pay Later 
Evokes Talk About Controls 


® THERE IS SO MUCH SUBSTANCE 
in the old saw, “Figures don’t 
liars figure,” that it 


seems timely to look at present- 


lie, but 


day consumer indebtedness with- 
out the use of a slide-rule. 
Indeed, it may not be alto- 
gether unrealistic to visualize a 
time when the use of money will 
be as extinct as the dodo. Under 
the circumstances, speculation 
may happen is 
less important now than this: 
the fact that buying anvthing 
and everything on 


on what can or 


credit has 
been accepted as part of the 
American way of life. 
In view of the public’s 

tude toward buying now and 
paying later, there exists som: 
justification for the 
growth of sentiment, especially 
in government circles, for the 


steady 


establishment of controls over 
all forms of consumer credit. It 
has long been recognized that 
whatever the American public 
accepts as a way of life, the 
American public, sooner’ or 


later, regulates. 


Banking a Starting Point 
What with all the installment 
finance plans and other forms of 
credit that are being dangled be- 
fore consumers, it is not exactly 
a quip to say that 
credit now carries on in a legal 
istic jungle and an economic 


consumer 
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swamp. It should surprise no one 


to be told that the Federal Re- 
Board, according to re- 
ports emanating from Washing- 
ton, has begun to take a close 
look at banks’ plans for con- 
sumer borrowing on the revolv- 
ing-credit principle. 

It also should come as no 
shock that members of Congress 


serve 


The statisticians. 


talked out loud 
about legislation to curb or limit 


already have 
the percentage of total loans a 
bank 
credit securities. There are rum 


may have in consumer- 
blings of concern about the run 
away long-term indebtedness o! 
the man 
keeps the market-basket in use. 
And soon the 
tioners will be 


whose wherewitha! 
slide-rule practl- 
coming up with 
all the answers percentagewlse. 
however, will! 
probably never be able Lo calcu- 
late how to contain consumer 
credit—so that its use, over-use, 
misuse and abuse will not con 
stitute a threat to the national 
economy, especially in time ot 
recession or depression. 

In connection with the present 
credit-control talk, one assump- 
sound. 
that if and when controls over 


tion appears Namely, 
consumer credit are instituted, 
they will cover both banking and 
the merchandising of goods and 
services with the same legal and 
statistical tarpaulin. 


Multiplicity of Credit Plans 

Until quite’ recently, 
charge-account and installment 
credit—with minor variations— 
the merchants’ problem. 
Then came revolving credit with 
so many regular and irregular 
variations that laws, and more 


only 


were 
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You are invited to enter 


diamond jewelry designs for the 


DS-INTERNATIONAL 
~ AWARDS... 1960 


> - 


The Diamonds-International Awards honor design excellence in diamond jewelry. 
Originated in 1954 as the Diamonds Ph } \. Awards. at first). 

they give news-making recognition, annually. to creative achievements 

in diamond styling. Entries are invited trom retailers. 

wholesalers and manutacturers. from everyone interested in producing 


' 


diamond jewelry ...1in all parts ol the world. 


Last veda. Awards were presented to twentyv-foul! jewelers. whose work Was 
represented by forty-eight designs displayed in the Awards Collection. 
Honored were tourteen lewelers from the l a foul from Switzerland. two from 


| . ‘ 
Canada. two from Italy. one from Germany. one from the Dutch West Indies. 


The 1960 Awards will be made in the following categories: 


Group \! pie es to retail at S5SOO or less. exclusive of taxes 
Group A —pieces to retail between S500 and 52000. exclusive of taxes 


s Group 5 pier es to retail between S2000 and $10,000. exclusive of taxes 


$44 at war, Group | pieces to retal al $10,000 or more. exclusive of taxes 


< BIA 5M Ue.” ; | 
INTER NATIGO“R ‘oe Designs are to be submitted in sketch form. mounted on cardboard, not less 


than &” x 10” in size. There must be no identifving mark of any kind 


on sketches. Designs are presented anonymously to the Selection Committee. 
Entries must be submitted on or before May 9, 1960. 


The Selection Committee. composed of fashion leaders and authorities, 
will make its choice before Mav 31. 1960. Those whose 
designs are selected will be notified immediately afte May Sl. 1960. 


Finished jewel pieces, produced in accordance with selected 
designs. must be in the hands of the Diamonds-International Awards 
Administration on or before August 8, 1960. 


Presentation of the DIAMONDS-INTERNATIONAL AWARDS 
will take place on Tuesday, October 4, 1960. 


ild be addres to: DIAMONDS-INTERNATIONAL AWARDS 
oN. W. Aver & Son. Inc.. Rocketeller Center 
12,1 Avenue of the Americas, at 50th Street. New York City 20 


Reque sfs fol the detailed rules shot 
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@® iT IS OFTEN NOTED that the jeweler has been 
confused by an application of one name, topaz, to 
two different gem materials whose only relation- 
ship is a similarity in color. 

The origin of this confusion is lost in the cir- 
cular files of history! (We frequently find literary 
references to topaz, but reading and interpreta- 
tion shows that most of the early ones now apply 
to peridot, rather than to either of the current 
contenders.) Much of the historic confusion has 
arisen from a domination of the gemstone mar- 
ket by stones from a particular source. 

Precious topaz became an important gemstone 
around 1800, when it was found in the Brazilian 
Villa Rica (now Ouro Preto) veins. This is still 
the important source for precious topaz—and 
really the only one! The occurrence was described 
by John Mawe in 1812, in his Travels in the In- 


Buckets, such as the one 
shown at the top of the 
page, lift the waste and 
crystais to the surface a 
from the floor of the pit 


Margarita mine (right) near 
Vilas Buenas, Spain, is the 
open pit mine which has 
been the source of all true 
‘Spanish topaz’’§ citrine 
it is over 100 years old. 


terior of Brazil and it satisfied the market for 
many years; Brazil was then a Portuguese col- 
ony and the state of Minas Geraes (“General 
Mines’) was a great source of slave-labor wealth. 
Then, in 1853, Russia turned up a topaz occur- 
rence in gold placers in Sanarka. The crystals 
were so similar to the Brazilian ones that they 
could not be distinguished. Geologically the de- 
posits must be very similar. 

However, about 100 years ago a deposit of 
brown quartz crystals (citrine) was found in 
Spain and examples of these soon came on the 
gemstone market. In color they resembled the 
Brazilian topaz so closely that they were offered 
as “Spanish topaz,” a natural thing to do in those 
davs of inexact science. Clean gems were much 
more abundant than in the Brazilian material, 
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Every Baumgold operating procedure, from purchase of the finest rough to finished diamond, 


is done with only one aim in mind—to furnish you with the highest quality diamonds you 
demand and the service you require. That is why so many leading diamond merchants have dis- 


covered the extra value in featuring Baumgold’s Circle of Light and/or Jager Blue Diamonds. 


"© 580 FIFTH AVENUE, NEW YORK 36, N.Y. 
VANCOUVER « LONDON « ANTWERP 
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and they had other advantages too! (Cheaper, 


softer, and no cleavage. ) 

After a time, this Spanish supply found itself 
faced with competition. Brazilians discovered 
that they could heat amethyst (purple quartz) 
and change its color to brown. Because the ame- 
thyst market was adequately supplied, the color 
change enlarged the outlet for an abundant gem 
material. We have no indication of the exact 
date of this discovery. It would appear to have 
been something, but not much, less than 100 
vears ago. Since this new material didn’t come 
from Spain, the honest jeweler who didn’t want 
to mislead his customers had to drop the word 
“Spanish”! 

The abundance of changed Brazilian amethyst, 
the inevitably increasing problem of mining a 
deepening deposit, and a comparative rarity of 
nicely colored “Spanish topaz” worked against 
the Spanish source, and after a time the mine 
was closed when it ceased to make money. For 
many vears thereafter, particularly in the period 
between the World Wars, a crystal of citrine 
from the Spanish locality became something at 
which collectors would give a second giance. 


Old Spanish Pit Is Worked 

Today they are available once again; though 
it is problematic if many cut stones will come on 
the gem market. The reason for their current 
availability is the old one of vesterday’s trash 
becoming today’s treasure. 

Spain has but a single source for this material. 
it is the Margarita Mine, near Vilas Buenas, a 
small town not far from the northwestern border 
of Portugal. The “mine” is an open pit, some 
2) meters deep and about twice that across. 

The mine is an excavation in a granite that is 
fairly soft from decomposition. The crumbling 
granite is laced with veins of quartz, haphazardly 
cutting across it. They are unusual in that they 
are not solid “‘bull’’ quartz veins but are, rather, 
open seams across which slender prisms extend 
from wall to wall, loosely filling the vein. Between 
them one can insert a hand, preferably gloved, 
for the fracture edges of quartz are sharp. The 
walls are weak, and the prisms can be loosened 
and brought whole from the water-filled crevices. 
Crystal after clear crystal can be brought to light 
from the muddy water. 

The colorless quartz is now the goal of the 
current mining operation. In the gemstone hey- 
day, the predominantly colorless rock crystal was 
waste. Great piles of discarded material blanketed 
the unworked part of the mine enclosure. It was 
so frosty and dull in appearance that even the 
collectors weren’t interested; it had no specimen 
appeal. A sudden appreciation of quartz’s virtues 
in controlling radio frequencies in World War II 
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made the great mounds of costless rock crystal 
of great value, a windfall whose mining costs had 
long since been recovered from gemstone sales. 

With the free radio-crystal supplies now gone, 
work has resumed in the pit itself. It seems un- 
likely that the operation will long prove economic 
in a free market. Citrine shades in the crystals 


+ 


Singly and doubly terminated, prismatic crystals o! 
quartz usually have no beauty as mineral specimens. 
The colorless material is often suitable for radio 
oscillators. 


are scarce. From time to time, the quartz veins 
widen a little into a pocket. Occasional pockets 
are stabbed by brownish crystals instead of the 
white ones. The surfaces of all the crystals are 
corroded, frosty and dull. Many are also coated 
with an iron stain that masks their internal 
color. 

The price of this rough was never very great, 
and in 1958 was about 2000 pesetas a kilo, or 
approximately $35. Nevertheless, this is more 
than the price of rough unsorted Brazilian ame- 
thyst and citrine. It is a comparatively small 
inducement in this electronic age. Consequently, 
it is unlikely that Spanish citrine will be able to 
re-occupy its niche in an already supersaturated 
market, with smoothly operating arteries. 

It is mildly interesting to the jeweler to know 
that this material may once again be available, 
that it might once more be possible to buy large 
lots if they were wanted. Of greater interest, 
however, is the historical aspect and the chance 
to review something about the word “topaz” and 
its applications. We will probably continue to 
get our topaz (both heat-treated amethyst and 
precious topaz) from Brazil, as we have for the 
past 40 years or more, despite the rejuvenated 
Spanish challenge. To the traveller, it is fasci- 
nating to see one of the classic gem localities of 
the world, so many of which are now long-since 
exhausted. Here, at least, the visit is truly re- 
warding, for we find ourselves in an active and 
productive mine, albeit the production is some- 
thing very different, for a different market, than 
that which created our interest. See 
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® WHEN YOU WALK into a bank to make a loan, 
the bank expects you to give it a recent financial 
statement; you know you must furnish such a 
statement before obtaining the loan; and you do 
not object to giving the statement (otherwise no 
loan). 

Giving credit in terms of merchandise is ex- 
actly the same as giving credit in terms of money. 
Since you readily furnish your bank with a finan- 
clal statement to obtain money (many times se- 
cured by some form of collateral), why don’t you 
just as willingly give the same statement to your 
supplier, when requested, who extends you credit 
in the form of merchandise? This paradox in the 
thinking of the retail jeweler is bevond the under- 
standing of your suppliers’ credit managers. 

Particularly is this puzzling when you stop to 
consider that your banker scrutinizes the state- 
ment with a yardstick generally applied to finan- 
clal statement analysis, whereas the credit man- 
ager has an intimate knowledge of the jewelry 
business. 

Could your. banker, for instance, tell you if vou 
are spending too much or too little on advertis- 
ing? If your merchandise and collection turn- 
overs are ample or inadequate? If vour credit 
iosses are too high in proportion to your sales, 
etc.? Hardly, without a thorough knowledge of 
the peculiarities and practices of your specific 
operation. But the credit manager can pass an 
opinion, based on years of specialized experience, 
on the good and bad points of your individual 
business. 


Also, as the watch dog of his company’s funds, 


the credit manager is entitled to know to whom 
he is extending credit, whether the jeweler is de- 
serving of the credit line requested and if the 
terms of sale are compatible with the jewelers 
ability to pay. There is no more accurate way to 
determine this than by a balance sheet and op- 
erating statement. So, you will enhance your 
standing in the eyes of the credit man if you will 
give freely and without resistance an authentic, 
signed financial statement by you or your ac- 
countant. This statement should not be just an 
estimate of your assets, liabilities and net worth; 
it should be based on an exact record of what you 
own and what you owe. 


When Money Pinches 

Credit men start with the theory that all men 
are honest and intend to pay their obligations as 
they mature. Therefore, if an occasion arises 
where you find yourself in a “tight” financial 
position due to unforeseen economic conditions 
(an act of nature, a strike, sickness or other ex- 
cusable reasons which have caused you to fall be- 
hind in retiring your obligations), consult with 
your supplier’s credit manager. 

Do not wait for dunning letters. Contact the 
credit manager beforehand, make clear to him the 
cause of your slowness or inability to pay, and if 
your reason is bona fide and you show a need and 
make a request for assistance, invariably vou will 
receive it. 

If you have a note coming due that you will be 
unable to meet, don’t wait until the note is re- 
turned unpaid but write or call the credit man be- 
fore maturity, explain the circumstances frankly, 
and in almost every instance an arrangement will 
be made for a plan of payment vou can handle 
until the emergency is over. 

Whether you are worried over an unpaid note, 
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No. 4926G2 and No. 4926GW4 
14K white or natural gold 
(Enlarged to show detail) 


No. 4780GT2 and No. 4780GTW3 
14K white gold, tapered baguettes 
(Enlarged to show detail) 


No. 2636G2 and No. 2636GW4 
14K white or natural gold 
(Enlarged to show detail) 


FAST SERVICE—Wherever you are, 


we are only a few air hours away. 
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Will Diamonds Win a Place 
In Their Crowded Budget’? 


Couples are marrying younger. Sights are set higher. The bride and 
groom feel they must start out at a level which their own parents 
achieved only after years of patient effort. 

With so much pressure on their budgets, for real and fancied 
needs, the cherished tradition of bridal diamonds is challenged. 
No longer can the jeweler sit back and assume that he will make 
his fair share of diamond sales in ratio to local weddings. Today, 
every diamond ring must be irresistibly desired, or it will not sell! 

Gomez diamond ring creations are so lovely, so fine, that they 
are increasingly winning a place in young budgets from coast-to- 
coast. Of course, a full measure of credit for this success is due to 
the sincere enthusiasm of leading retail jewelers throughout America 
for the Gomez line. We’d welcome your inquiry. 


FREE MATS 


No charge for small space 
selling ads to run with your 
name in your local paper. 


| MANUFACTURING 
mas COMPANY 





JEWELERS - IMPORTERS OF DIAMONDS 
657 Mission Street + San Francisco 5 * YUkon 2-6828 


America ‘s Nest Beautifully Styled Diamond Rings 
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THE CULTURED PEARL 
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be . The most wanted name im cultured pearls 


Precious...the cultured pear! that pays off in profits. It's Imperial...the best known, most wanted name 
in cultured pearls. It’s Imperial... the pace setter in new exciting jewelry fashions. It’s Imperial... the 
cultured pear! that is constantly publicized and advertised. It’s Imperial...with tailored promotions that 
bring customers into the store. Why not get the facts now from your Imperial representative. 


IMPERIAL PEARL SYNDICATE, INC., world’s largest importers of the world’s finest cultured pearis 


NEW YORK: 681 Fifth Ave « CHICAGO: 5 N. Wabash Ave. + DETROIT: 914 Michigan Theater Bidg. * LOS ANGELES: ( Beverly Hills) 9441 Wilshire Blvd. * TOKYO: 2, 3-Chome, Yotsuya Skinjuka, Ku 
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Originally established 1866 


DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 


and Teiepnone: Circie 6-4318 


acohson 2 Viz 82/34 Holborn Viaduct, Londun 
eatin Diamond Corp. Cable Address: “Rediace’ New \ork 
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(Advertisement) 


Los Angeles Jeweler Shows How 


Selling Famous 
Name Merchandise 
Pays Big Dividends 


Competing in huge metropolitan market, 
this jeweler achieves spectacular sales 
success by featuring well-known, top 
| quality line. 
Brilliant new neon sign featuring famou 
name line helps to identify Johnsons as rep- 
utable jeweler. 
A jeweler located in any sizeable metropolitan market today 
is faced with increasing competition, rising operating costs 
and ever-higher overhead. The problem has become one of 
maintaining a profitable volume of business while striving 
to maintain identity as a jeweler and build a reputable name. 


One jeweler who has met this challenge successfully is 
Reynold D. Johnson of Johnson Jewelers in Bellflower (Los 
Angeles), Calif. Mr. Johnson's experience makes clear that, 
while competition in jewelry lines has developed from othe: 
outlets, diamonds remain consistently profitable for the 
jeweler. In the public mind they are uniquely associated 


with jewelry stores. 


Because of the diamond’s distinctive and important role, 
Mr. Johnson chose to hitch his business to a star name, a 
line that would produce business throughout the store as 
well aS the diamond department and also enhanc his repu- 
tation. He tells what it has meant to identify his store 
prominently with this line in the following letter to the 


A. H. Pond Company: 





“Our new and very attractive outdoor neon sign unmis- 
takably identifies me as the Keepsake Diamond Ring dealer 
in our area. I can point to many sales of diamond rings that 
I know are a direct result of this sign. 


“When a person sees that I handle Keepsake, he instantly 
recognizes the fact that I am a reputable and progressive 
jeweler. This has made my other business, as well as dia- 
mond rings, far better and far easier than ever. I find that 
Keepsake is the one line that has the exact sales features 
needed to close the sale with that ‘hard-to-sell’ customer. 

“Your national advertising is a tremendous help in pre- 
selling people in the market for a diamond ring. Keepsake is 
often the only brand name they remember. 


“Another attractive feature for the customer is vour trade- 





(Advertisement) 
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Importance of diamond rings is high- 
_ - lighted bv JTohnson’s window, beautifully 
In policy that permits the customer to trade in his Keepsake “pi te "Sean 
; . Cit (oT, a © with motion disp] ivVs, DNoXe » tnd 


turing | ling diamond ring line. 


anvwhere in the country at full current value. This, plus the trays featuring lead 
guarantee ot pertect quality, is assurance to customers that 


they can buy no finer diamond ring anywhere than Keepsake. 


“In my estimation, Keepsake is without doubt the finest 
diamond ring line on the market today. It has helped me 
to the point where in just three vears as an authorized 
Keepsake dealer I am doing more than double the amount 


‘ . . ‘ . } 
of diamond ring business that I was originally. 





some ot the adv intag Lil Keepsak 
t he 


he Iped to increase busine SS and enhance 


Johnson Jewelers and thousands of other Keepsake Jewelers a 


NATIONAL ADVERTISING — A national TV program, “Ameri- 
can Bandstand” ABC-TV with host Dick Clark, the first network 
show ever sponsored by a diamond ring . . . plus big-space 
magazine advertising . . . both campaigns appealing directly to 


vou! best customers for diamond rings — voung America. 


DEALER SALES AIDS —A full lineup including newspa 


mats, colorful motion displays, neon sign, point-of-sale 
] 
iterature, 


theater commercials, radio and TV spots, consumer 
and a special “teen-age’ traffic building offer. 


=a ELL¢ YW PAGES” ADVERTISING A COOP rative ylan ( Re vnold D. Johnson 
identify authorized Keepsake lewelers lt} the “ where tT; bray if lohnson Jewelers 
section of local telephone books . . . tied in directly with all Bellflower, Calif. 
Keepsake magazine advertising. 


PERFECT QUALITY — A big sales advantage for every Keep- 
sake Jeweler . . . guaranteed and permanently registered for 


customer s protection by the Keepsake certihcate. 
If you are interested in building sales, 


NEW, EXCLUSIVE PROGRAM FOR YOUNG AMERICA — profits and reputation, write today to: 


An advertising and merchandising program geared specifically 
A. H. POND CO., INC. 
SYRACUSE 2, N. Y. 


to attract more ot the great teen-age market to Keepsake Jewelers’ 
stores... for engagement, wedding and lifetime business. 





You CO remove it. by showing 
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The “fear block” 


in diamonds 


by Gladus Rabson Ha rva ro} ad 


® CONSUMER CONFIDENCE is the one really indis- 
pensable ingredient in any selling success story. 
Without it, the finest product or the best store can 
fall by the wayside. 

Consumer confidence is a complicated intan- 
gible. It is an emotion nurtured by many things 
—some specific, some elusive—hidden in the con- 
sumer’s subconscious. It will survive careless 
handling about as long as a hothouse flower. And 
—let’s face it—consumer confidence in jewelers 
has been subjected to some mighty careless han- 
dling. 

I overheard a salesman (in a business far afield 
from ours) attribute his success to an article he 
had read. “I tried it and it worked! Now I see 
every customer as my enemy, my sales approach 
as battle strategy and my arguments as ammunl- 
tion, making every ‘shot’ count. If I am success- 
ful, I don’t think of a sale made but a battle won, 
an enemy conquered.’ I wondered how he felt 
about his product or if it entered into the picture 
at all. Possibly this attitude has been too preva- 
lent. How often do we hear sales aids referred 
to as ammunition? Perhaps the attitude has been 
contagious and the customer, too, sees the store 
counter as a battleground. 

It has been said that jewelers have lost the high 
regard they once enjoyed in their communities. 
Some jewelers haven’t been exactly wearing halos 
during this destructive period. There are many 
others, however, whose intentions have been of 
the best. They, too, are nevertheless reaping un- 
deserved retribution aimed at “hard sell” retail- 
ing in general, although that approach has not 
been as prevalent in jewelry stores as in others. 

The important question is: How can jewelers, 








lI4K Yellow Gold 


ROYAL 
ORDER OF 


JESTERS 


Emblematic Jewelry 


Here's just a part of our com- 
plete selection of tie holders, 
euff links, lapel buttons, 
charms and dress studs, all 
bearing the familiar Billiken 
of the Roval Order of Jesters. 
ornamented with rubies and 


some w ith diamonds. 


WWerrertine Berry 2 co. Fine Emllematic Jewelry 


MEMBER AMERICAN GEM socierty S&S ROSE STREET, NEWARK 8, N. J. 


.. MI C LELANDE QUICK and 
G IK, RA IK ‘| by HUGH LEIPER, F.G.A. 


EDITORS, LAPIDARY JOURNAL 














Giant page size 7 x 10's" * 180 Beautiful Illustrations 


Here is all the concentrated information from many vears of experience In gem 
. the most modern. up-to-date. com- 


cutting by two widely acknowledged experts . 
plete book on how to cut and polish gemstones, containing the accumulated experience 
of thousands. 

With unparalleled opportunities for seanning all the best work in amateur gem 
cutting methods almost since the very inception of the hobby. the authors have 
combined this knowledge into 15 fascinating chapters packed with just about every- 
thing there is to know about the cutting and polishing of gemstones. cabochons. 


faceting. carving. novelties. mosaics. intarsia. 

Each chapter is full and complete, with explicit instructions for handling each type 

of gem cutting. copiously illustrated . . . often with step-by-step photographs or 
jctande | drawings. Extensive bibliography and useful tables of information are also included. 


Jewelers’ Circular-Keystone—Book Department 
56th & Chestnut Streets, Philadeiphia 39, Pa. 


Please send me a copy of GEMCRAFT by Quick & Leiper at $7.50 
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Important 
factor in 
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PRESTIGE: 





MONARCH 


mechanical 
price-marking 





Clean, legible, Monarch price-marking helps sell merchan- 
dise. It informs, impresses, answers questions, speeds buy- 
ing decisions. Carries your store name and prestige on 
every ticket. Does away with the price mistakes caused by 
smudged, crowded, pen or pencil price-marking. 

Monarch "Junior" price-marking machine price-marks 
String Tags, Jewelry Tags and Senso (pressure-sensitive} 
Labels that stick securely to curved or flat surfaces with- 
out moistening. 

Send the coupon and find out, without obligation, about 


the Monarch “‘Junior'’, so easy for any employee to learn 


quickly, so helpful in saving hours of clerical time. 


STORE NAME 
E49 8054 


=~. 
g x 10 





STORE NAME 
BC $1.50 





Monarch ‘Junior’ price-marking 
machine. Hand operated. 


FILL OUT, CLIP AND MAIL 


JC-K 160 
MONARCH Marking System Company 
216 South Torrence Street, Dayton, Ohio 


Please send illustrated folder on Monarch Junior price-marking 
machine; also sample Monarch Tickets, Tags and Labels. 


STORE NAME 
ADDRESS 
POST OFFICE 
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individually and collectively, win back consumer 
esteem? 

It starts with you, the individual jeweler. Let’s 
assume that, after a little self-analysis, you can 
honestly say you are doing the best job you know 
how, giving the consumer the best value you can. 
Do you sit back and wait for this fact to trickle 
into the public mind? Your consciousness of your 
own virtue is not enough. It is only what the 
consumer thinks of you that pays off. 

It’s a mistake to think of the consumer imper- 
sonally or in the mass. You are dealing with 
individuals, and it is only through the individual! 
that the mass idea can be changed. Everything 
you do or say to anyone who comes into your 
store has a telling effect, whether you realize it 
or not. 

The phrase 
enough to become hackneyed, perhaps because it 
is so apt. What kind of image do people have 
of your store? You are your store, and your 
store is you. You cannot lock the door at night 
and leave your business behind. Wherever you 
go, whatever you do, you and your store are in- 
separable. Are you part of the community life: 
Are you concerned with community problems? If 
not, there are those who will see your store as 
one concerned only with taking their money, not 
concerned with service either inside or outside. 

A store personality that creates confidence is 
important to your whole business, but it is a must 
for your diamond department. 
where else, the customer is at your mercy; and 
he knows it. There he looks at you with con- 
fidence and buys—or he looks at you with mis- 
givings and walks out. 

It’s impossible for him to look at your mer- 
chandise and buy on the basis of what he sees 
He doesn’t know what he sees. He knows only 
what you tell him. Can you make him believe 
it? Are you in a position to make him believe it? 

People believe in diamonds. They have for cen- 
turies. It amounts to a heritage. The desire for 
diamonds is a strong emotion, but it is too often 
blocked by another emotion—fear. Fear that 
they are incapable of buying wisely! But they 
don’t have this fear if they have enough con- 
fidence in you so that they can buy on your know!l- 
edge. 

Where diamonds are concerned, people may feel 
that you are competent but not trustworthy, or 
trustworthy but not competent. Outside your 
store, as well as in it, you have to build in your 
particular public the conviction that you are both. 

The desire for diamonds is there. Remove the 
fear block and more diamonds will be sold and 
you will sell them. Best of all, the confidence you 
build with diamonds will overflow into the other 
departments of your store. ae 
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There, as no- 
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Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes .. . 
Loose or in Platinum 
Diamond Mountings 


of Exelusive Design .. . 


Duamdll Kebinson, tue 


Formerly Robinson & Sverdlik 
610 FIFTH AVENUE, Rockefeller Center 
New York 20, New York 


Over 35 Years of Service to 
Leading Jewelers 








AN EXTRA SALE IN THE 
BRIDAL MARKET ! 
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point-of-sale. The volumes illustrated are available singly or as 
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OUR WEDDING BOOK GUESTS : PHOTOGRAPHS 
WELTY, G8102 w1008 
Ret. $6.00 Ret. $5.50 Ret. $7.00 


CR Cleon AND COMPANY 


Publishers * Norwalk, Connecticut 





¢¢] thought my 37 years in the 
business had taught me a great 
deal about diamonds, but the 
GIA has taught me how toeval- 
uate them and how to make 
a true and honest appraisal. 
I am sure this course is a 


oreat help to the novice, but 


it is a greater help to the 
experienced man.?? 


GEORGE BLOCK 


Block Brothers — Akron, Ohio 


Thousands of America’s leading jewelers attribute 
their growing success and high community standing 
to the GIA’s Diamond and other Home Study Courses 
for jewelers. Write today for catalog. § Gemological 
Institute of America, 11940 San Vicente Boulevard, 
Los Angeles 49, California. 
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“STAGECRAFT” FOR REPAIRS? 


(continued from page 59) 


“Our Reputation Was Built on... Not How 
Cheap... But How Good. Yet, Our Prices Are 
Moderate.” 


3. Borrow or rent a “Magni-scope”’ magnifying 
lens and place it in the window, as far front as 
possible. Under the glass, show some of the 
tiniest parts that help make up a modern move- 
ment and describe the display with a card read- 
ing something like this: 

‘Some of the Microscopic Parts That Must Be 
Expertly Cleaned and Handled When Overhaul- 
ing a Modern Watch.” 

This is a simple, interesting and dramatic dis- 
play that will focus attention on the watch repair 
department. It can be further developed with 
some of the cards shown above. 


1. The wise jeweler will avail himself of vari- 
ous special promotions, such as “‘Watch Inspec- 
tion Time,” that are created for the sole purpose 
of bringing traffic into his store. Individual watch 
manufacturers and importers frequently offer 
ideas and material, free of charge, which thou- 
sands of retailers have used profitably. 


». Certain seasons of the year present special 
opportunities to promote the watch repair de- 
partment. For instance, from early June until 
the end of August is a good time to reach vaca- 
tioners with a window card like this: 

“Back From Vacation? Let us check your 
watch. Make certain no harm has come to it. In- 
spection is free.”’ 

Throughout August and September remind 
students, on their way back to school, that they 
cannot be on time with a watch that does not run 
properly: A neatly lettered window card, like 
this, helps bring in business: 

“Punctuality Is a Priceless Virtue. Is vour 
watch running right? Let us inspect it now .. 
free.” 

As in every other field of merchandising the 
aggressive jeweler can attract business to his 
watch repair department with a little effort and 
ingenuity. 


Efficient Timing Boards 

The jeweler can also keep that repair business 
by using ingenious approaches inside. Clever 
short-cuts that increase efficiency should be in- 
corporated. Here, for example, is a simple, time- 
saving idea that helps locate a watch repair 
quickly on any rack or board. 

Many jewelers place watches on “timing 
boards” after they have been repaired or ser- 
viced. The boards usually hang against the wall 





on the side of a large cabinet and are stored in 
the safe or vault overnight. 

It takes only a few minutes to organize the 
board so that you can pick the customer’s watch 
from the hook as if you had been thinking about 
nothing else. Separate the board into ten equal 
sections by painting dividing lines or tacking 
on wooden dividing strips. Each area or section 
IS given a number from one to nine, with a final 
space for zero. (If the board is long and narrow, 
it can be laid out as Figure 17 shows. If the rack 
is more nearly square, the layout can be arranged 
as shown in Figure 18.) Since it is easy enough 
to remember the number of any section, it is not 
necessary to apply the identifying numerals. 

The watches are arranged on the board accord- 
ing to the last two numbers on their claim check. 
In each section, they are placed in sequence. Sup- 
pose a customer presents claim check number 
928. The last numeral tells vou that the watch is 
hanging on a hook in section 8 and the next to 
the last number tells you that it is on hook No. 2. 
If the number were 1235, the watch would be 
found in section 5, hook 3. 

The time this system saves, and the impres- 
sion of efficiency it creates with any customer, 
makes the idea worth a trial. 

With present-day Air Mail facilities, no jewel- 
er, regardless of location, is more than 48 hours 


zt 





uer{jens Andersen | 


55 EAST WASHINGTON STREET, CHICAGO 2, ILLINOIS 


away from his watch material supply house. It 
is unnecessary, therefore, to tie up big sums in 
material cabinets containing large and varied as- 
sortments of parts, some of which are needed in- 
frequently. Many stores get along nicely with 
smaller cabinets of essential material prepared 
by watch manufacturers and importers. When a 
special part is required, Air Mail brings it quickly 
from any supply house. 

A questionnaire sent to several leading mate- 
rial jobbers reveals that the following parts are 
most frequently used in watch repairing: set 
bridges, set levers, set lever screws, winding 
pinions, stems, crown wheel screws, staffs, end 
jewel screws, click springs, clutch. 

These items are included in most of the smaller 
cabinets. As the department grows and prospers, 
larger and more complete assortments can be 
stocked. The important thing to remember is: 
Do not tie up too much money in supplies that 
are turned over infrequently. It’s a sad thing, at 
the end of the year, to find that a considerable 
part of the profit is frozen in inventory that may 
take a long time to turn into cash. Zea 


Ne rt month * T he final installme nt COVeETS sale Ss oft 


watches and attachments by the re par) de partme nt. ¢ 


7 


ating repair profit COT ectly and |? ways ae check 


depa) fments effectiveness. 


Never again need you 
lose a sale because you lack 
just the perfect piece for your 
customer. For in the Juergens 
& Andersen Dealer Gift 
Book your customer can 
choose from over a million 
dollars worth of precious gem 
jewelry stock. It’s just as if 
you had it in your vault—at no 
cost! Write for your free copy 
today—and remember— 
Since 1854 J&A has meant 
the finest! 
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To Rolex owners who may be confused ... 
A STATEMENT OF FACT ABOUT ROLEX WATCHES 


Rolex is indisputably the leading pioneer in the development of the world’s finest wrist chronometers. In 1926, 
Rolex invented the world’s first waterproof wristwatch case which it named “OYSTER”. In 1931, Rolex in- 
vented the world’s first self-winding rotor mechanism which it named “PERPETUAL”. Thus, every Rolex 
which is both waterproof and self-winding bears the imprint “OYSTER PERPETUAL”. 


Of the more than 100 different Rolex models, ONLY ONE MODEL is being questioned by the 
Atomic Energy Commission: the $240 stainless steel and the $600 18-carat gold GMT-Master style 
6542. This model is a special-purpose wrist chronometer used mostly by navigators and pilots for 


telling time accurately in two time zones simultaneously. 


These GMT-Master watches are the ONLY watches which Rolex 
wishes to recall so that the bezel (the revolving outside rim) can be 
tested by the AEC radiation experts. 








Please look at your Rolex now. If it is a GMT-Master . . . if 
it looks exactly like this picture with these numbers on the 
outer rim return it in person or via insured mail to the 
American Rolex Watch Corp., 580 Fifth Avenue, New 
York 36, N. Y. 




















These special-purpose watches are made in limited quantities. Only 605 
have been imported to the United States. Of this number, it is believed 
that only a fraction will require replacement of the bezels. Each GMT- 
Master will be thoroughly tested, the bezel changed if necessary (at no 





charge, of course) and expeditiously returned with proper certification. 
WE REPEAT: 


| all other Rolex watches... 
unfortunate confusion which accompanied the first, hurried press reports. | Dvster Perpetual (anteenecet 


Rolex regrets the necessary inconvenience and the understandable but 


Rolex commends the Atomic Energy Commission on its alertness and and self-winding) or not... 
publicly offers full and complete cooperation. | are absolutely free of any 
substance in violation of the 

And as a very human corporation with a warm pride in its honest | AEC regulations. You can be 
craftsmanship, Rolex looks forward to the continued trust and | certain that all future GMT- 


loyalty of the million-plus Rolex owners the world over. Master watches will be, too. 








“ 
ROLEX 


OYSTER PERPETUAL 
AMERICAN ROLEX WATCH CORP., 580 FIFTH AVE., NEW YORK 





HOW CREDIT MEN HELP 


(continued from page H6 ) 


an installment payment or just a regular bill, 


enlist the aid of the credit man. If you put the 


matter truthfully before him he will be ready 
He is interested in you as a customer, 


continued success. 


cooperate. 
in your welfare, and in your 
So why not take advantage of 
to do what he can when the going gets a little 
rough for you”? 


Needless Bankruptcy 
Unfortunately, there are times when a jeweler 
himself—hopelessly financially in- 
volved. Panic sets in. He runs to his lawyer o1 
accountant, who suggests either (1) an , 
ment for the benefit of creditors, (2) a voluntary 
petition in bankruptcy or (3) possibly an applica- 
tion under Chapter XI of the Bankruptcy Act 
How utterly wrong this is. 
Instead, in such a situation, 
three They will sit 


becomes—to 


asslgn- 


conter with your 


largest creditors. down with 
you, review your position, and usually at the office 
of the attorneys for the Jewel 
a meeting of all your 
work out 


allow you to meet 


Trade, 
pti will be called LO 


s Board O] 

some practical arrangement that will 

your obligations over a 
| 


tended period of time and still permit you 


main in Dusiness. In most instances this 


formal extension” can be arranged through the 
> 4 . . ry* - , 
Board of Trade and the only expense to you would 


be for the Board of Trade attorney acting on be- 
the creditors. 
Remember that in an 
petition in bankruptcy you are committing finan- 
cial hara-kari. U little or nothing is left 
for creditors. And you are a dead duck. out of 
finished. That means that 
pliers who have extended you credit take 


half of 
assignment or voluntary 
sually 
business, those sup- 
heavy 
because means at 


losses of your ignorance of the 


Saving your own and creditor’s 
money. In a Chapter X] 
expenses for court 
’s and creditors’ 


iand for your 
proceeding there are 
costs, own at- 


heavy your 


( . th Os 4 . 7c? iM 
torney attorneys’ fees, as well as 


fees for trustees, receivers, referee, accountant, 
etc, 

So, when things look blackest, turn to the credit 
managers of your suppliers for intelligent, forth- 
right and prompt help. They get and expect no 
fee or gratuity for this extra work and assistance 
[It is part of their job. 

To sum up, establish a good relationship with 
the credit man. Get to know him. Trust him to 
give you his opinions based on experience with 
thousands of jewelers. He is the one man with 
sufficient over-all knowledge to whom you can 
turn for an answer to almost any financial prob- 
lem that troubles you. Don’t withhold your state- 


his standing offer 


Larter and Sons 
of Newark 


| XK 
none but 


LINDE 


SIARS 


‘Linde’ Stars are the only 
synthetic star sapphires and 

star rubies produced under 

quality controls so rigid 
they match the perfection 


of natural star gems. 


Your inquiries are invited. 


CHARLES F. WINSON 


S80 FIFTH AVENUE, NEW YORK 36 





Add your name to the 
list of major jewelry 
manufacturers who 
specify ‘Linde’ Stars, 
the finest synthetic 


gems in the world 


NEW YORK CITY 


Aisan Mfg. Co. 
Beckerman & Lerner 
Belenky Bros., ine 
Bickson, Ine 
Botell Ring Ce., ine 
J. L. Brandt Ce 
Bristol Seamless 

Ring Corp. 
Coronet Jewelers 
Davidson & Sons Jiry. Ce 


me. 
D’Esposite Bros. 
E. S. Feinstein & Ceo 
Fiyer Brothers 
Harry & Ben Frackman., 
ine. 
Gevertz & Ce., Ine 
H. Glaser Co 
Goldstein-Gerson Co 
Green & Co., Jirs., Ine 
Benjamin & Edward ij 
Gross Ce., Ine 
Harry Guise, tne 
H. Hamburger Co.. Ine 
Haven Ring Ce 
irvring Co 
Kahn & Co 
Morris Kaplan and Sons 
Charlies Koppel Ring Ce 
K. S. K. Jiry. Co., Ine 
Mercury Ring Cerp 
Perke! & Klein, Ine 
Aaron Perkis 
Samuel! Pliatzer Co.. Ine 
Ss M. Jeweiry Co 
David Sarkin. Ine. 
William Schneider 
Sehuman & Donehi, Ine 
Seltzer Bros 
Skalet Mfg. Co., Ine 
Wax & Skoltnik, Ine 
). R. Wood & Sons, tne 


BUFFALO. N. Y 


The Bock-Lewis Ce 
. A. Reich and 
Star Ring Mfg. Ce.. Ine 


CHICAGO, ILL 


Emil Braude & Sens 
Hart Ring Co.. Ine. 
Hirsch and Oppenheimer 
Harry Rotter 

Fred Seltzer Ce., ine. 
Stein & Ellbegen Co 


INDIANAPOLIS, IND 
Goodman and Company 


MIAM!. FLORIDA 
Louls Lang & Co 


MINNEAPOLIS. MINN 


Ostbye and Andersen 
Ring Specialty Ce 


ST. LOUIS MO 
Kinsley & Sens, Ine. 


OHIO 


Fratianne Mfg. Co 
1. = Goodman Mfg Co 


Swirsky Bros., ine. 
The Victor Corp. 


PENNSYLVANIA 


Byard F. Brogan 
Helm and Hahn Coe. 


PROVIDENCE. R. ! 
Dolan & Bullock Ce., Ine 


NEW JERSEY 


Acme Ring Mfg. Co., Ine 
Church & Company 

F. & F. Felger, ine 
Jabei Ring Mfg. Co., Ine 
Jones & Woodland Co. ine 
Larter & Sons, In 


* ‘Linde’ is a registered trademark of Union Carbide Corp 























ment. Give it voluntarily at the close of each 
| fiscal year. Let him see your progress so that he 
1 | ; . . ‘ 

q ASH for 7 OUT | can continue to gain confidence in you as a mer- 
| chant. On the other hand, let him, with every 

good intention, point out to you any aspects of 
your business which should be corrected or 
our sterling changed. At absolutely no cost to you, you have 
emoll—— | expert thinking on call at all times. Why not 
use it? ges 





Surplus Silver, Diamonds and Jewelry 


Our | 
ull mailed same | BUY NOW, PAY LATER 


intact awaiting your , | ; 
x (continued trom page HU) 


laws, have to be enacted to provide suitable 


We are also interested in cooperating , 
with jewelers who receive calls for older | climates. 
sterling patterns that are no longer avail- | In large measure, banking plans are synthetic 
able. | forms of the revolving credit methods used ex- 


buy diamonds—any size and tensively by department stores and some specialty 


well as antique and modern | shops. Jewelry stores, probably wisely, seem to 

have shied away from revolving credit. Undoubt- 

Reference: Dun and Bradstreet | edly one reason for aloofness has been the fact 

The First National Bank of Memphis | that under a revolving-credit transaction title to 
| goods cannot be retained by the seller. 

While merchants and bankers busied themselves 

| with revolving-credit plans, the limited credit 

& Son card evolved into an all-purpose card—stopping 

Memphis Jewelers Since 1862 just about one peg short of “from the cradle to 

113 MADISON AVENUE @ MEMPHIS, TENNESSEE | the grave.” And, not to be outdone, department- 


store operation now has come up with the “‘op- 


Julius Goodman 


aannasp nesses arSmannaeae — —_—— tional charge account.” Under that plan, it would 
seem that the customer, whether cash or credit, is 


B | | y | N | | always right. 
| Controls the Final Step? 
A MI () | \ | 1) S o Some states, with New York as the bellwether, 
have enacted laws with far-reaching consumer- 




















= credit control provisions. In some respects, the 
paragraphs which include the enforcement sec- 
tions are not too conspicious, but the delegation of 
power nevertheless has been accomplished. 

Enforcement always will be difficult, whether 
at the federal or state level, just as it was under 
old wartime Regulation W. Most of the trouble 
comes from the comparatively few consumers who 
| over-buy deliberately and from those who allow 
Buy established color, quality themselves to be oversold. 


Buy straight sizes in single cuts, 
melee and full cuts 


and price line Legislation to protect such people has been both 
SUR AMU DST Ce) utemeauclebbel-aectale me ematers | difficult and impractical. Once, when unreason- 
| ably strict legislation was urged to protect New 
York visitors against the clever operators of fake 
jewelry auctions, the late Joseph McKee, then act- 
ing mayor, said: “‘Let’s bear in mind that there 
is a limit to which we can go in protecting saps.” 
Those who had experience with the administra- 
INSET WNEMDEULONIDRO ONE UCR AN | _ of Regulation W likely will constitute a hard 
551 FIFTH AVE. « NEW YORK. N.Y | core of resistance against consumer-credit con- 
A crad Hill She07 a trols, no matter how much dislocation of business 

i Snntcroncdade aelitiokdaie wali: Aad su will result from the recent far-flung innovations 

in credit. ee 


Buy at the most competitive prices 


Buy more than 100 years of 
diamond experience and integrity 


Buy. all of these important 
considerations from: 


ji 





$13,000 INVESTMENT PAYS OFF FAST 


(continued from page 55 


cation prevents exchanges—a nuisance for both 
the bride and the jeweler! 

several weeks before each registered bride’s 
wedding, Mrs. West arranges a complete place 
setting of the bride’s selections for display in 
the store. Besides the setting, she stands a “tent 
card’ which gives the name of the bride, her 
wedding date, her future name and the pattern 
and manufacturer of her silver, crystal and china 
selection. 

Bixler’s give each registered bride a 60-page 
notebook has etiquette tips, a 
record for wedding invitations and gifts, and 
check lists to use in planning the wedding, re- 
home fur- 


bride’s which 


ception, wedding clothes, trousseau, 
nishings, and budget. 

To those brides who create enough business to 
make it practical, Bixler’s also give a handsome 
bride’s knife for cutting the wedding cake. It has 
a stainless steel blade. The sterling silver handle 
with the and 
names and their wedding date. 


Is engraved bride groom's first 


The Bride’s Own Room 

When the bridal 
West divided time 
selling. As the service grew in popularity, it 
manded more and more of her time, but substan- 


Mrs. 


and 


service initiated, 


Was 


her between consulting 


de- 


tially increased sales of table services. 

Mr. Mitman began to consider adding a sepa- 
bridal promote the 
and still further. 


talking with jewelers who have separate 


bridal 
After 


bridal 


rate department to 


service tableware sales 


} 


departments*, he became convinced that he 
in sales to justify the 


could 


expect a sufficient boost 


expense and possible disruption of business that 
remodeling would entail. 

Working closely with his contractor, Mr. Mit- 
man planned the remodeling in careful steps to 
keep confusion at a minimum. Business actually 
rose during the hectic period of rebuilding! 

Storage space and office behind the selling area 
were reduced in size to permit the addition of the 
Bride’s Own Room beyond the established selling 
floor. 

In planning the new department, Mr. Mitman 
combined his own ideas with the best of those he 
His aim: to take advantage 
while 


saw in other stores. 
of contemporary merchandising methods 
retaining the colonial feeling of his store. An ex- 
ample is his use of versatile pegboard. Painted, 
pegboard would not have been in keeping with the 
decor of his store nor the traditional china he 
wanted to display on it. So he covered it with a 

*See “Bigger Wedding Sales,” JC-K for December 1957; 


Bridal Consultant,” JC-K for March 1959; “The Bride’s Own Room,” 
JC-K for July 1959. 
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Es Doskow’s exclusive proc- 
ess of permanently etching por- 
traits in sterling silver ond 14 Kt. 
Gold has brought substantial new 
sales to stores throughout the 
country. 


If you are not one of these stores, 
we suggest you write todoy for 
complete details or visit our dis- 
play ot 
Chicago Gift Show 
Paimer House, Room 965W 


New York Gift Show 
N.Y. Trade Show Bidg., Room 605 


W. G. Clarkson, Jr. 
Dallas Trade Mart, Room 1345 


PORTRAITS, INC. 
MONTROSE NEW YORK 








PX OUTTTENA STOP 
Ke . 60 5° ‘ P 
9550 ff 10%: osing sales on 
a high-profit item! 
START 
making 
money on 


Why pass up stopwatch cus- 
tomers...stopwatch profits... 
when Clebar can furnish you 
with a complete line of super: 
accurate instruments for every 
precision timing need. 
Stopwatch of 
Split-Second Accuracy 


FILL OUT AND MAIL COUPON BELOW TO 


CLEBAR WATCH COMPANY, 15 W. 44th St., N. Y. 36 
FREE Rush full information, catalog and wholesale price list, 
No obligation, of course. 


Name 





Address 





City Zone Stote 
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Ane H Sait CROWS 


~~ AGS ~ 
PLASTIC 95 
IN ALL COLORS 
PARCH MENT 
PLAIN or PRINTED 
Mfd.by ARCH CROWN TAGS, INC. 
277 Halsey St. Newark 2, NJ. 














as 


Salesman 


Wanted 


Territory Open 


Illinois, Indiana, Chicago 





Give tull details in first letter, all 
correspondence contidential. 


DavioSon & Sons JeweLry Co.. 


Manufacturing Jewelers since 1894 


20 W. 47th St. New York 36, N. Y. 














rich, grey nubby silk, loosely woven to permit the 
insertion of display fixtures through the fabric. 

Modern cove lighting is combined with shelves 
of colonial design. Cove-lit crystal sparkles and 
gleams from shelves placed to catch the eye of 
customers as they enter the store. 

A full-size dining table, draped in fine linen, 
shows to advantage service for six in silver, china 
and crystal. A special desk was chosen to accom- 
modate both bride and consultant. 

The earefully planned Bride’s Room is attract- 
ing customers to Bixler’s from a greater distance 
than ever before. And if the brand new rug wears 
out in a year because of increased traffic, Mrs. 
West says Bixler’s will gladly buy a new one! 


Fate Steps In 

Kenneth H. Mitman says, “To say the least, 
the bridal business is a challenge.” But he has 
met that challenge with progressive merchandis- 
ing ideas that have paid off. His success in re- 
tailing is remarkable considering that he started 
his career as an industrial engineer and became 
a jeweler by a quirk of fate. 

The sequence of events which led to Kenneth’s 
second career began in 1785. Christian Bixler 
[Il, who had fought in the Revolutionary War and 
served a clockmaker’s apprenticeship in Reading, 
Penna., opened a clock and silver store in Easton 
that vear. He was succeeded in the business by 
his son, Daniel L.; his grandson, C. Willis; and 
his great-grandson, Arthur. Arthur’s daughter, 
Kathryn, is married to Ken. 

When Arthur died in 1945, three Bixlers sur 
vived: his widow and his daughters, Fannie and 
Kathryn, who is Ken’s wife. The Bixlers asked 
Ken, “How would you like to run the store?’ He 
answered, “Who, me? I’m an engineer, not a 
jeweler.”’ But he was persuaded to take over Bix- 
ler’s, the oldest jewelry store in America. 

At first, he disliked retailing. But gradually he 
became aware that the engineer’s analytical mind 
and methods could be applied to merchandising. 
Now the store has twelve techn employees. Dur- 
ing the past Christmas season, 22 employees were 
needed to handle this holiday’s business. 

Mr. Mitman feels that customers prefer to buy 
quality merchandise if they’re given time to pay 
for it. During the year ending last August, his 
charge accounts increased 70 per cent, and his 
losses were negligible. His next goal is to triple 
his charge business in the next year or two. 

Ken’s enthusiasm and his “darn good staff’ 
should achieve that goal! Zee 


Coming in next month’s JC-K—A portfolio of religious 
jewelry, with photographs, prices and descriptions of 
popular symbols of faith. Also, a review of how 
retail jewelers present these items to the public. 


JEWELERS’ CIRCULAR-KEYSTONE, JANUARY 1960 
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THAT PAY 


@ Gem week: Unfortunately, the general pub- 


wid 


lic 1s not very well-informed when it comes to 


precious stones. To most people, for instance, 

sr) % red =S | } . at L,I x, ’ | . ser\tr ls 

ally one 18 provaDly eitner rubdDy or giass. 
lwice a year, Gleim Jewelers, Palo Alto, 


Calif., sets up a window display to educate the For hits BASKETBALL ARMY 


public In some of the fine points of gems and 


-_ : 


remology. Featured are such items as grading 'e) 

and measuring instruments, colorimeters, in- Y Qisher 

struments for stone identification, and dia- 
For this season’s army of basketball 
players — medals and charms — plain, 
with engraving or raised enamel letters. 
In Sterling, Gold Plate, Gold-Filled, and 
10-K and 14-K gold. Sports catalog on 
request. Through your wholesaler. 


ada sea |. M. FISHER COMPANY, Attleboro, Mass. 


st 


This replica of the Liberty Bell in cultured pearls, 
during the next 12 months will be displayed at lead- 
ing department and jewelry stores. 

Valued at 1 million doliars it is from the Mikimoto 
Collection. 


cutter’s tools. Next to each instrument 
ard describing Its purpose The eyepiece 
of a diamondscope is set close to the window- 
Iront, so that passers-by Can get a rood jew- 


: : , , : 
eiers eve view of a ioose dlamond with an 


inciusion. A dlagram marking the 


: 


; ; : 
ne mnciusion Was piaced on tne Wl 


the 


@® The Camera Eye: With a 
a negative smaller 
of Coronet Jewele 
a route to larg 
carries the camera in his pocke 
alking with a customer, never fails 
shoot a picture. The subject is then invited 
come back and see the result, which Is a 3 
14 inch enlargement. 
fJesides the obvious good will nature of this 
yractice, the photography has a practical fea- 
ture—if a customer is hesitant about which 
piece of jewelry to buy, Coronet will take he: 
picture with the piece she likes best. In nu 
merous instances, this opportunity for the 
prospective purchaser to “see herself as others 
see her” has helped the store to sell a higher 
priced piece of jewelry. K. MIKIMOTO & CO. LTD. 
2 WEST 46th ST... N.Y. C. 36. N.Y. 
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SELL MORE 
GIFT ITEMS 


with QUICK SERVICE 


MONOGRAMMING 


You can RENT a 
KINGSLEY for 21¢ a day 


RACINE 


Chronograph. 


for Precise Time 
at-lotelgeiiale| 


There is a dependable Racine 
model for every chronograph 
requirement —for sports, 
industry, science, broadcasting 
— wherever timing perfection 
to the fraction of a second is 
required. Featuring world- 
famed Gallet movements. 


GALLET CALENDAR 
CHRONOGRAPH No. 998 


Latest Calendar Watch shows 
day, date, and month. 30 minute 
register; 17-jeweled movement; 
14 ligne; water-resistant steel 
case; time-out feature. 12 hour 
totalizer. Full-number dial. 


Write for latest Racine Chronograph folder P. 


JULES RACINE «company, INC. 


20 WEST 47th STREET, NEW YORK 36 
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Distinctive niin 
in Fine 
14 _Kt. oe 1S Kt Gold 


Hewelry 
f 


Clips, Ear Clips 


Bracelets, Charms 


“Schuler” Patent 
Ear Clip Backs 


Preformed Parts, Ine. 


ASSOCIATED WITH GEO. SCHULER & CO., INC. 
220 Bedford Road, Pleasantville, N. Y. 


SALES OFFICE: 515 MADISON AVE... NEW YORK 22, N.Y 











Do You Sell Goods 
That The Jeweler Sells? 


Inquire about the JC-K JEWELERS’ DIRECTORY 
ISSUE, to be published mid-1960, and its value 


in your promotional plans. 


See pages 32 and 33 


JO-K JEWELERS’ DIRECTORY ISSUE 


A CHILTON PUBLICATION 
Chestnut & 56th Sts. Phila. 39, Pa. 





iT WILL PAY YOU 
TO INVESTIGATE 








; ; } 
ECE CLL ivids tidle 


7 Lf priced from $1.95 
. a to $24.95 








Write for THE GEORGE S. THOMPSON CORPORATION 
illustrated catalog 599 mission St., South Pasadena, California 














ie Image 
pans Doubled Sales for Royal Worcester 
in House Beautiful 


Raymond Zrike, V.P. in charge of Sale: First and foremost in the home field, House Beautiful 


tisinge of Royal Worcester Porcelain Com- ° ; ‘ . ‘ 

| serves its advertisers with by far the most effective, 
The power of Mouse Bemiifal neve: , efficient media values. House Beautiful is the No. | 
amaze m Sales Medium in its field because its readers are first 
“Here are two recent a hagas ap al Worces- to buy and first to try products for the home, as adver- 
fer dinnerware sales iave doubled i7t {he past [wo ° ‘ o< a . . 

vase a ened of iiaee, conuesent adineiiiien tn tisers—like Royal Worcester—discover. So by whatever 
House Beautiful. Second, our new Chantilly pte measurement of magazine performance: Audience 
just introduced and advertised exclusively in House _— -. * .— me 

naeeitial det dit heane ella tas duane dake dees (775,000 Pace Setting families); Income, ($15,715 
than any other pattern we've ever had annual average); or Buying Activity in the market 


“How to explain it? Quality image is one answer. place, House Beautiful is your prime market, too. 
House Beautiful’s standing and authority among 
consumers and the trade go hand-in-glove with 


Royal Worcester’s reputation the world-over as the Sells Both Sides of the Counter 


only English china company in continuous operation 
f * 


since 1751. It's a double-image, twice reinforced.” 
A HEARST KEY MAGAZINE « 572 MADISON AVENUE, NEW YORK 22. N.Y 


CIRCULAR KEYST NE. JANUARY 1940 





ble top fashions 


“Old Colony” pattern in new English trans- 
lucent china by Doulton & Co., Ine., 11 East 
26th St., New York. Traditional in styling, the 
design is developed in tones of brown and blue: 


Q-pe. setting may retail for $13.95. 


‘““Athena”’ “Companion” crystal stemware 
designed to coordinate with “Athena” dinner- 
ware pattern in Franconia china, has’ bow! 
with thin, radial lines; retail $2 each. Herman 
(. Kupper, Inc., 39 W. 23rd St., New York. 


“Blue Bird” pattern on “Marlborough” shape 
in Spode earthenware is done in Delft tones of 
cobalt blue and yellow; 5-pe. setting is $12.70 
retail. Added to New York stock by Copeland & 
Thompson, Inc., of 206 Fifth Ave. 


Color and originality show in this “Flair” 
design in Denby English stoneware, in russet 
and green; 5-pc. setting $6.95 retail; year’s guar- 
antee against breakage. From Millard-Norman 
Co.. 848 Glenwood Ave., Cincinnati, Ohio. 


Recently introduced—four-piece cocktail mixer 
set in crystal with sterling silver rim and identi- 
fying script in sterling silver on the sides; sold 
in attractive gift package. By Silver City Glass 
Co., Inc., Meriden, Conn. 


Handcrafted in Haitian wood is this serving 
“scissors” including flat tong and deep beveled 
scoop, made by Allan Maxwell, Inc.; retail $6. 
Distributed through the Richards-Morgenthau 
Co., of 225 Fifth Ave., New York. 





e beauty and inherent quality of all 
prestige to every store where itis 

And because Silver City is available only 

ives your customers confidence in your dependa 
Sterling or 22k gold on crystal, 


delicate hand cut and exquisite imported fin 


SEE IT AT: 


THEASTERN CHINA 


Room 305 Henry Grady Hot 


ALIFORNIA GIFT SHOW 
k m 2 34] Biltr re H tel i Angele: 


CHICAGO GIFT SHOW pace 109 
110 tlin Room 


| 
n LaSalle Hotel, Ch 


SAN FRANCISCO GIFT SHOW space 2 


Western Mdse. Mart. San Fran 


eet ga 15-1 SILVER CITY GLASS CO., INC., MERIDEN, CONN. 


» j . 
e Hotel, Albug je, New Mex 


96 





Tp hye ee 
eT POI G Ee 


a i mas 


“Ferndale” 

group of full 

edged with a platinum line (‘“Athena”’ 
a> ci gold line 


left) and “Riveria”’ 
lead crystal 


designs by Val St. 
Lambert, Belgium, retail 
jes = 
Doric 


.75 each: undecorates 
: in group, $2.50. Sold 
| eee | nationale, 225 Fifth Ave.. 
aalport china from England; in either 
setting, retail $21.50. From Camden 
9 W. 23rd St., New York. 


are from new 
‘Aurora’ 


he 


Do 
j 


} 
i 


by Jac«son 


[Inter- 
New York. 


| | 1 Scandinavia is this 
group of accessories distributed through D. “Briarcliff Rose” 
tanley Corcoran, Inc., 7 W. 30th St.. New York. “Somerset” 
The cigarette cup ret: 1 for $5.25; ash tray, 
$5.75; iarge vase, $4.50: small. § 


~ 


is in 


Boontonware’s 
melamine 


new 
line, designed by Belle 
Kogan; it has pink border and accessories and 
15-piece service for eight retails at $29.95. Made 
bv the Boonton Molding Co., Boonton, N. J. 


New “Daisy” pattern in Franciscan earthen- 
ware is made up of yellow-petalled daisies and 
small stylized blue flowers: the 
set, $16.95 retail. By 


Double chafing dish is authentic reproduction 
of old Sheffield plate, has two 3-quart dishes on 
starter stand with individual spirit burners; ebony han- 
Gladding, McBean & Co., dles 
2901 Los Feliz Blvd., Los Angeles, Cal 


16-pe. 


$250 retail. From Viners of 
Inc., 362 Fifth Ave.. New York. 


‘ 
‘ 
i. 


Sheffield, 
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Imperial D’or 


by Madeline Lov 
FO” 4 gifts editor 


The “Fabulous 50's” vield 


VARIETY 


Spode 


THEM FINE ENGLISH ® JANUARY 1, 1960, represents more than just 
DINNERWARE the beginning of a new year. It represents the 
Flights of “fancies’— finale of the “Fabulous Fifties” and the start of 
ugs, vases, what-will-you— a : Sie ed - 

_ ' - ’ what could be the “Sensational Sixties. 

are as typical of Spode . - 
as its famous dinnerware. Most retailers Carrying china, glass and gifts 
enjoyed an increasing business as the past dec 
ade progressed. Slowed down only briefly by the 


to the “Sensational 60's” 








wholesale distributors: COPELAND & THOMPSON, INC. 206 Firtn ave., n.y. 10 


1958 recession, sales in general were a reflection 
of people having more spending money, and they 


fF R AN ® C) N LA & H | N A spent that money on some of the things they had 


always thought of as sheer luxuries. 





One of Europe's Finest uta 
j f Fine tableware and handsome accessories have 


all too often fallen into that category with the 
average family, but the income of that average 
family has now gone higher than ever before. Its 
members have begun to look beyond the cheap 
dishes and the cheese-glass tumblers with which 
THE they have “‘made-do” for so long. In great num- 
WORLD'S bers, they have been moving up the quality scale. 
Often for the first time they see fine china as 
MOST something they can actually possess and use in- 
TREASURED stead of as an unattainable dream. 
DINNER- This is sure to be true to an even greater extent 
WARE in the coming decade. Not only are people mak- 
PATTERNS ing more money, but there are more people. All 
of those youngsters who were born after the war 
will soon be at a marriageable age; and they will 
all want homes of their own with pretty things 
“DRESDEN FLOWERS” .. . A masterpiece of the [8th in them. 


century re-created for contemporary living. True Dresden colors The jeweler has many of these pretty things in 
with Gold on pure white, translucent porcelain in a Louis XV shape. ; 


5-pc. Place Setting with 1034" dinner plate: $13.00 Retail (slightly his store. It will take only a little extra selling 
higher South & West). effort to make the sixties really “sensational 
for him. 
—ONE OF 50 OPEN STOCK PATTERNS FOR IMMEDIATE DELIVERY— 


IRMAN C. KUPPER, INC. 39-41 West 23rd Street | ) 7 
on New York 10, N. Y. | heen & CO., INC., presented an innovation of 


extraordinary interest to the dinnerware in- 








(Mo Inheritance, the fine china line you’ve been 


looking for. Basic settings and unique serving 
accessories...unbelievably low-priced to insure 
volume sales...and fast turnover—never before 
experienced in Time. CRIN, | nos: cent. 120 100 ox 


95 RETAIL. SER 5 ACCESS IES GIFT-PRICED FOR VOLUME CASSEROLE WITH STAND: $11.95: TEAPOT WITH STAND: $8.95 








dustry—an English-made felspathic china—at a 


Exciting New Designs In press luncheon in the Plaza Hotel, New York, 
Dec. 10. Produced after five years of research by 
URABRASS Royal Doulton ceramists, the new body represents 
(Brass finish on aluminum) the first china of its kind ever to be marketed 
commercially by an English pottery. White and 
strong, the ware will carry the backstamp “Royal 
Doulton translucent china,” and, to quote a repre- 
sentative of the firm, it ‘echoes the quality of fine 
bone china in a moderate price range.” Seven new 
patterns appear on the china, ranging from tradi- 
tional to contemporary in style, and there are 
three shapes—coupe, rice rim, and plain rim. Re- 
tail prices for the five-piece place setting range 
from $9.95 to $14.95. 


, 


e ~ ~- j ~, Pia ~ 
suaranteed Not to Tarnish. Spot 


RIENDSHIP between business competitors’ 
Here is proof. Pictured above are the show- 
rooms of the Royal Copenhagen Porcelain Co. in 
Copenhagen, Denmark, with a special exhibition 
of china from the Royal Worcester Porcelain Co. 
in England. One of the reasons for this unusual 
exhibit, which was opened this fall, goes back to 
World War II. At that time, the London quarters 
of the Royal Copenhagen Co. were cut off from 
Denmark. The Germans were not allowing supply 
shipments. Royal Worcester stepped in with an 
offer of help and enabled its competitor to carry 
on by supplying china and kitchenware. The pres- 
ent exhibition, which was opened by the British 
Ambassador to Denmark, Sir Roderick Barclay, 
is a gesture of thanks. 


ILLIAM J. CAREY, president of the Atlantic 
City China and Glass Show, Inc., has an- 
nounced that five new members have been ap- 
pointed to the board of directors. Three of the 
new directors replace members who have re- 
signed, and two have been added to more com- 
pletely represent both wholesalers and retailers. 
The new members include: David B. Dalzell, of 
the Fostoria Glass Co.; Mrs. Lorraine Grossen- 
BUEHNER-WANNER, INC. bach, of Frederick Atkins, Inc.; Sidney Kreines, 
b& Fort Point St ssl Sei bi. of Rubel & Co. ; John Nash, of Famous-Narr ; and 
Wilfred A. Sechrist, of Gladding, McBean & Co. 


Shown at all major gift shows 
Catalogue on request 

















With the introduction of Roval Doulton’s new English Translucent China, 
this famous china name can now become one of vour leading VOLU ME 


(as well as prestige ) lines. In addition to its price appeal—$9.95 to $14.95— 


the qualities Oo} this new china are as precious as those you expect of the 


finest: sparkling whiteness, magnificent translucency, creativeness of design. 





LOOK WHAT 

EBELING & REUSS CO. 
rere _|S DOING 
1 10 INCREASE 
YOUR 

VOLUME 

1 AND TRAFFIC! 


Eye-appealing ads in 
the March issue of 
HOUSE BEAUTIFUL... 
Summer issue of BRIDE’S 
MAGAZINE... and 
the June issue of 
HOUSE & GARDEN will 
focus attention on these 
elegant china and 
crystal designs: 


‘“‘Nobility”’ ‘Deep Sea Phantasy’’ ‘‘Duchess’’ 
by Furstenberg! by Kosta! by Tuscan! 


AND THE DEMAND FOR THESE EXQUISITE 
PATTERNS WILL BE GREATER THAN EVER! 


Build sales . . . boost profits by tying-in with this 
important national advertising. Use Ebeling and 
Reuss Co.’s FREE sales planner, FREE ad mats, 
FREE envelope enclosures! They work for you. 


Write today for more details. 


EBELING & REUSS CQO. 


Importers of fine china and glassware since 1886 


Fifth and Locust Streets, Philadelphia 6, Pennsylvania 


102 





Continuing as directors are Mr. Carey; Theodore 
Fair, vice president; William E. Little, treasurer; 
Robert I. Carman, secretary ; Theodore L. Daniels; 
Alfred Funabashi; Samuel Sabin; William T. 
Stopford and Robert J. Sullivan. 


FFECTIVE Dec. 1, Himmelstern Brothers of 
K California was appointed sales representa- 
tive in the West Coast area for Fisher, Bruce & 
(‘o., Philadelphia importers of china and glass. 
The territory includes California, Oregon, Wash- 
ington, Arizona, Nevada and Utah. The Himmel- 
stern company maintains showrooms in both the 
San Francisco and the Los Angeles Merchandise 
Marts. Fisher, Bruce & Co.’s complete lines will 
be exhibited at both places. 


UGO BADER, president of the Geo. Borgfeldt 

Corp., has acquired controlling interest in 
the firm, according to the announcement made by 
Fred Kolb, chairman of the board. Mr. Kolb, who 
has not recovered fully from an extended illness, 
will continue as board chairman. The 78-year-old 
corporation imports china, glass and toys and 
represents numerous factories in this country. Its 
headquarters are in New York with sales offices 
in Los Angeles and Toronto. 


ILLIAM PARRISH has been appointed South- 
V\ west district manager for Lenox, Inc., china 
manufacturers of Trenton, N.J. He replaces Jo- 


seph C. Ryan, who has been appointed to the 
newly-created position of Western sales manager 


for Lenox Plastics, Inc. 


RANSEUROPA IMPORTING CO., INC., of Boston, 

has moved from 229 Berkeley St. to spacious 
new quarters at 184 Boylston St. The new show- 
rooms and offices are shared with Mark F. de 
Bary, manufacturers’ representative. On display 
are brass and copper gourmet ware from Spring 
brothers in Switzerland; “Glo-Namel”  acces- 
sories; Coricama cutlery from Italy and Diana 
stainless steel flatware from Germany. Mr. de 
Bary is showing the S. Christian of Denmark col- 
lection of stainless stee! hollowware; Harlow & 
Werner’s decorated ovenware from Luxembourg; 
wrought iron tables by Burnham Crafters; and 
Brulane-Viny! Linens place mats, trays, etc. S88 





est lines of gifts, 
e accessories from 


icago. This creates a 


buying climate second to none ee broad as the globe, 


... Specialized as a bull’s eye in its coverage. Come 


prepared for concentrated buying activity on eight con- 


ey 


secutive days Cincluding two shopping Sundays). 

















Fostoria’s new Garden Club Line a 
one aisle table 


new department’ that fits on 


Built-in demand — We surveyed 
Garden Club members trom coast to 
coast, found out what they wanted, 
what they would buv. To put it sim- 
ply they wanted a place where they 
could be sure of finding the right con- 
tainer for every flower arrangement. 
The Basic 18 — This sounded too big 
to be practical — until Garden Club 


expt rts showed us how just 18 flower 


od 








containers could fill every basic need 
— and Fostorias Basic 18 was born. 
Fostoria’s Garden Club Center — 
Now, on just one table, you can have 
a Garden Club Center that truly meets 
the needs of your customers. It fea- 
tures the Basic 18. . 


authorities as meeting all requirements. 


approved by 


With this center, you will attract Gar- 


den Club members — and all others 


y a 


a © 
etl: a 


> 6” ok 


Fostoria’s ‘Basic 18” 


form 











profitable 


who display lowers in their homes. 
The market is a big one! 


National advertising — This Fostoria 
exclusive will be advertised national! 
and we will provide vou with 

need to promote it locally. Cash 
now! Ask vour Fostoria representative, 


or write direct. How about today? 





Fostoria 








VERTICAL 




















Fostorias new 1960 stemware 


joins top 8 patterns 


who move 
fretting your share of thi 


chery & Glass stemware business — vou can probably with us. If vou do 
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Briefly 


: , 


TOP ECONOMISTS ARE PREDICTING A GOOD 1960 FIRST HALF FOR BUSINESS, unless a lengthy 
Steel walkout begins again. The busSinesSs experts, meeting at the University 
of Michigan's 7th Conference on the Economic Outlook in Ann Arbor, 
predicted that 1960 will be a record year in national personal income, 
eross national product and industrial production. General view among 
the 100 economists was that the economy would gain until about mid-1960, 
would then level off, perhaps even decline in the last half of the year. 


BRADLEY UNIVERSITY PLANS TO CLOSE ITS WATCHMAKING SCHOOL NEXT JUNE. University 
President Harold Rodes said an "apparent lack of interest in watchmaking” 
prompted the decision. Enrollment at the [Illinois school, which is the 
nation's oldest, has declined from 400 in recent years to 100. 


ELGIN WATCHMAKERS COLLEGE ALSO PLANS TO CLOSE, ON MAR. 1. Declining en- 
rollment was cited as the reason there, too (from a high of 190 students 
after the Korean War to the present 44). Elgin has been operated since 
1920 by Elgin National Watch Co. Elgin surmised that the growth in watch- 
making courses in vocational schools caused its reduced enrollment. 





POSTPONED ITS HEARING ON CHATHAM "EMERALDS" ADVERTISING from Dec. 21 to Jan. 
28. Hearing, to be held in San Francisco, will test the Federal Trade 
Commission complaint against Scientist Carroll Chatham and Ipekdjian, 

Inc., that they mislead the public in their advertising by not disclosing 
that the Chatham-grown emeralds are "synthetic." Ads by Ipekdjian, 

Chatham's New York distributor, call the laboratory gems "cultured." 

FTC claims that "cultured" is misleading and deceptive, that the stones 

are actually synthetic. Chatham, who iS now also making "rubies," insists 
that his process, which is secret, involves no synthesis. 


RJA WILL BACK A CONCERTED DRIVE IN 1960 FOR REPEAL OF THE EXCISE TAX on jewelry and 
on furs, luggage and cosmetics. Decision of the Retail Jewelers of America 
was made at a recent meeting of the Central Council of National Retail 
Organizations. While conceding that election-year 1960 may not be ripe for 
excise repeal, the Council feels that it should not dissipate past efforts 
at repeal by curtailing its drive now. RJA urged jewelers to enlist 
as much grass-roots support as possible for repeal. 


A BIG PUSH IN 1960 FOR ENACTMENT OF A NATIONAL FAIR TRADE BILL was advocated by 
Rep. Oren Harris (D., Ark.) at the 61st convention of the National Asso- 
ciation of Retail Druggists. Harris, Sponsor of fair-trade bill H.R. 1253, 
noted its success in 1959 in the House Commerce Committee, said that 
passage is possible if there is enough insistence by the nation's retailers. 


ENGLEHARD INDUSTRIES HAS FORMED AN INDUSTRIAL DIAMONDS IMPORT DIVISION. New 
division will import natural industrial diamonds, will process and dis- 
tribute them to U.S. industry. Englehard is a major supplier of platinum 
and other precious metals. 


THE ATOMIC ENERGY COMMISSION WANTS TO RUN RADIATION TESTS ON 600 ROLEX WATCHES whose 
dials contain radioactive strontium. The watches, imported from Switzer- 
land by American Rolex Watch Corp., are GMT Master-model chronometers. 

The AEC found an excess amount of the strontium on several of the watches, 
want to check others which have been sold, although danger of radiation 
damage to wearers isS very small. Rolex is asking owners of the GMT Master 
6542 models to return them to Rolex offices in New York for AEC testing. 


STORTI HAS BEEN NAMED VICE=]PRESIDENT OF DAVID MEGUR, INC., in New York, in 
charge of sales and merchandising. Storti resigned Nov. 1 after 15 years 
as executive vice-president of Flex-Let Corp. David Megur, Inc., is a 
33-year-old distributor of major jewelry lines. 





VARIETY — more than a dozen scintillating styles! PERFORMANCE — finest quality, 
7-jewel, guaranteed movement insures accuracy and dependability! ECONOM Y—a single 
flashlight battery operates the clock for a full year—no winding . . . no cord! FASHION — 
deep-carved Syroco Wood cases with hand-applied, decorator finishes! VALUE—all popular 


prices, starting from $29.95 retail! WRITE FOR 1960 CATALOG 














Permanent Showrooms 





NEW YORK: 225 FIFTH AVENUE 

CHICAGO: 1526 MERCHANDISE MART 
LOS ANGELES: 1011 FURNITURE MART 
DALLAS: 269 HOME FURNISHINGS MART 
HIGH POINT: 251 SOUTHERN FURNITURE 
EXPOSITION BUILDING 


SYRACUSE ORNAMENTAL CO., INC. DEPT. J10 
SYRACUSE 2, NEW YORK 
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De Beers makes synthetic diamond bort: 
G.E. tells how it makes its industrials 


In one dynamic week in mid- 
November, DeBeers announced that 
it had produced, synthetically, an 
industrial diamond identical to na- 

Electric Co. 
synthetic dia- 


ture’s, and General 
told how its own 
monds, first produced in 1955, were 
actually made. 

The DeBeers announcement was 
made at a conference at 
De Beers Consolidated Mines, Ltd.. 
Johannesburg. 


press 


headquarters in 
South Africa, by Chairman H. F. 
Oppenheimer. The first stones, he 
said, were produced in September 
1958 in the Adamant 
in Johannesburg, by a team of four 
scientists headed by Dr. d. F. H. 


Oppenheimer had high 


Laboratorv 


Custers 
for the team, said that De 


praise 1 


Beers is “immensely proud of what 


they have accomplished.” 


ers explained that the 
was the design and con- 
pressure chamber 
withstand pressure 

he high temperatures 
diamond -=_ synthesis. 
that the chamber can 
svnthesize_ different 
naterials, though at this 


xperimentation the syn- 


thesis can be applied practically 
only to the making of bort for use 
in grinding and cutting. 
Oppenheimer made clear that 
“there is no question of the manu- 


facture of gem diamonds.” 


G. E. Reveals Catalyst Use 

Only a few days before the De- 
Beers announcement, General Elec- 
tric made public the details of its 
process for making industrial dia- 
monds, explaining that until re- 
cently the method had been kept 
secret bv a U. S. government or- 
million 


der (U. S. uses some 7 


carats of industrial diamonds 

bort—annuallyv, mainly for strate- 
gic purposes in cutting metals and 
glass for armaments, 
make sure that G. E. 


this need if 


wanted to 
could fulfill 
necessary before it 
disclosed the process). 

“The essential breakthrough in 
transforming carbon into. dia- 
monds,” said G. E., “was the use 
of a molten metal catalyst, which 
acted as a thin film between the 
carbon and the growing diamond 
crystal.” This catalyst, plus the 
superpressures and temperatures 


which G. E. achieved in its dia- 


ti,” Pa 
2%, ” 


THE DE BEERS SCIENTISTS: Researchers examine an 


X-ray of the synthetic industrial diamond material made 
at the Adamant Laboratory. From left: Research Director 
H. Custers, Dr. B. W. Senior, Dr. P. T. 
pohl and Dr. H. B. Dyer. X-ray compares natural with 


Dr. J. F. 


man-made crystal. 


108 


W ede- 


made at General 


mond-making apparatus, made the 
synthesis possible, G. E. said. 

Without the catalytic action, it 
would have been necessary to sus- 
tain pressures of 3 million Ibs. per 
square inch and temperatures of 
7000° F., G. E. said. “There is 
equipment in existence that cou 
produce such a combination. 

In the G. E. 


a catalyst (any of 11 


method, carbon and 
different 
minute 


metals) are placed in a 


opening of a doughnut-shaped 


cemented - carbide chamber. (‘e- 


mented-carbide pistons push int 
each end of this chamber. Both the 
chamber and the pistons receive 
support on all sides from circulal 
binding rings. 

To maintain he terrific pres- 
sures needed to make the diamonds 
(2200° to 4400°F), G. E. 

made use of an alum 
called 
’s normal melting point is 
but this climbs to 4800°F 
Thus 
perfect for use as 


pyrophyllite. Pyr 


inder pressure. the pyro- 
phyllite was 
gaskets to seal pressures inside the 
chamber. It is also used to hold the 


carbon and the catalyst in the 
chamber. 

The high temperature needed 
form the diamonds is achieved 
the passage of electrical curren 
through the catalyst and carbon. 


De Beers’ Oppenheimer said 


x 


THE G. E. SCIENTISTS: These are the men who de- 
veloped the process by which industrial diamonds are 
Electric’s Metallurgical Department in 
Detroit. From left: F. P. Bundy, H. P. Bovenkerk, R. H. 


Wentorf, A. J. Nerad and H. M. Strong. 





THE VALUED GIFT 


True to the character of its precious metal, jewelry by 
Krementz has rich and lasting beauty. The heavy 
overlay of 14Kt. gold is forty times thicker than that 
on most ordinary electroplated jewelry. 

You will always take special pride in giving or 
wearing this finer jewelry. 
All Cultured Peorls—tLeft: Bracelet $30 


Right: Earrings $16.50 Brooch $15 Center 


In fine lectherette gift cases—wherever fine jewelry is sold. Prices plus tax 


hemeoenl = 


14 KT. GOLD OVERLAY 


in CORONET and 


MASTERPIECES OF 


FINE JEWELRY 


For more than 50 years Krementz has produced fine laver found on most electroplated jewelry . . . They 
quality jewelry known tor its heavy layer of I4Kt. know that Krementz Jewelry costs a little more, 
eveold. During the same half century Krementz has 
consistently advertised in national and local media. 


offers so much more in value. 
So, vou don't have to spend much time selline 


[Therefore people already know and appreciat 
the distinctive Krementz qualities . They know 
that Krementz Jewelry offers many of the same ad 
vantages of solid gold... They know of its heavy 
laver of 14Kt. gold 40 times thicker than the gold 


Krementz Jewelry because a lot of the selling has 
already been done. ‘Take tull advantage of youn 
opportunities by consistent display of Krementz 
Fine Quality Jewelry in your windows as well as 
On your counters. 


KREMENIZ & CO., NEWARK, N. J. 





FRIGID WINTER AHEAD ! 


Now is the time to stock up on Taylor 


thermometers and barometers! 


“Statesman” Pendant Barometer 


LS Va . 4 s . } 


\ f 
vi 


‘ 
is 


* 2496, $25.00. 


x 
4 : 
t Pos 
*% SH 
° Sie 
te, a 


New Iindoor- Outdoor Maxi- 
mum-Minimum Thermometer 


5323, $19.95. 


“Consul” Combination has «> 
- Ae fae dabnal | bang 
[>t bla IOT Getalicd IOTte 


plasti ase C] 


* 2584, $9.95. 


Suburban Indoor-Outdoor Ther- 
mometer shows ind 
t I I z? aiSOo 1NnG 


2344 
Mahogany case. 


* 5338, $10.95. 


An unusally severe winter’s in 
prospect, according to experts. And 
the worse the weather, the more peo- 
ple want to know about it! Display 
these Taylor instruments and watch 
your impulse sales soar while the 
mercury plummets. Taylor Instrument 
Companies, Rochester, N. Y., and 


Toronto, Ont. 


le 


Window Theimometer 


Ambassador STORMOGUIDE Combination («atu 
lean contemporary stvlit Hand-rubbed solid | 
base. Predicts weather, gives temper: 

itv. * 2574, $15.95. 


*Reg. U.S. Pat. OF. 


aylor Lnslrumends MEAN ACCURACY F/RST 
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FRESHLY-GROWN DIAMONDS: Magnified photograph at left shows a batch 
of G. E. crystals just after formation, and still covered by the film of catalyst 
metal used in the manufacturing process. The film has been scraped from 
one of the crystals (arrow). At right are the diamond crystals, again magnified, 


and ready for use by industry. 


did not know enough about the 
G. E. details to be sure whether 
the De Beers process was identical. 
De Beers, however, made no men- 
tion of a catalyst, and presumably, 
De Beers uses a different material 
than G. E. for construction of its 
chamber. 

Shortly after G. 
it also announced that it had suc- 


E.’s disclosure, 


ceeded in making a diamond spe- 
cifically for use in metal-bonded 
cutting and polishing wheels. Pre- 
industrials were 
available only for vitrified and 
resin-bonded wheels, most of which 
are used in the glass-making in- 
dustry. 

De Beer’s diamonds are not yet 
adaptable to metal bonded wheels, 
according to a research spokesman. 

In fact, De 
cided yet whether to make the tiny 
stones for commercial use, al- 


viously, G. E. 


Jeers has not de- 


though Oppenheimer has said that 
it would be economically and tech- 
nically feasible to do so. Any de- 
cision on such production, SaVs Op- 
made “in 
close cooperation” with the Bel- 
gian Congo Diamond Mining Co., 
1ajor part of 


penheimer, would be 


which produces the 
the world supply of natural indus- 
trial diamonds, and with which the 
De Beers stones would 


compete. 
Electric has already 
challenged De Beers as a supplier 
of bort to the U. S. In 1958 G. E. 
captured an estimated 10 per cent 
of the 7 million carat U. S. bort 
market, says it can produce up to 
3.5 million carats of bort if cus- 


General 


tomers want them. 

Since it began making the bort 
in 1957, G. E. has trimmed its 
from 
Average price for natural 


$5.21 to $2.74 per 


~ ot «© 


prices 
carat. 


bort is some $2.80 per carat now. 


Watchmakers of Switzerland to continue 


quality drive into spring and summer 


With enthusiasm for the pre- 
Christmas quality watch promotion 
still running high, the Watch- 
makers of Switzerland has an- 
nounced that the campaign will be 
continued into the first half of 
1960. To be aimed primarily at the 
young adult market, the extended 
program will make use of national! 
advertising media combined with 
special trade promotions. 

Although intended to expand the 
results already achieved, continua- 
tion of this campaign will serve 


also to supplement the individual 
promotional efforts of major im- 
porters and watch manufacturers 
in the U. S. 

Geared toward promoting quality 
watches as gifts for such occasions 
as Mother’s Day, Father’s Day and 
during the graduation and wedding 
seasons, the program will include 
a radio campaign in top markets 
across the country, covering almost 
60 per cent of American homes. 
Magazine ads will appear in Look, 
Saturday Evening Post, Esquire, 


Harper’s Bazaar and Mademoiselle. 
Special store merchandising pro- 
motions for jewelers will round out 
the Watchmakers of Switzerland’s 
January to June program. 


Quality drive got wide 
response, JIC reports 

In a special report on its 1959 
quality watch program, the Jewelry 
Industry Council discloses. that 
1729 jewelers, almost one-third of 
all jewelers in the country who 
regularly use newspaper space, re- 
quested advertising materials to 
tie in with the JIC campaign. 

Coordinated and directed by JIC, 
and underwritten by 20 watch 
suppliers and the Watchmakers of 
Switzerland, the program offered 
ads that could be used as the basis 
for group advertising, as well as 
ads that could be used for indi- 
vidual store promotion. 

Cited as an example of unified 
merchandising activity were the 
six jewelers in Lima, Ohio, who ran 
full page newspaper ads on a 
format that featured a JIC quality 
ad, surrounded by ads for each of 
the six individual stores. 


Bracelets best seller 
at United Jewelry Show 


Bracelets ran ahead of earrings 
and necklaces as the item bought 
most by wholesale jewelry buyers 
at the United Jewelry Show Nov. 
7-14 at the Sheraton Biltmore Ho- 
tel in Providence, R. I. 

According to the costume jew- 
elry survey taken by UJS manage- 
ment among the 720 buyers pres- 
ent, beige was the most popular 
color of items bought, with assort- 
ed-color and white jewelry in sec- 
ond and third places. Most popular 
items by price were in the $1 cate- 
gory. 

Manufacturers and other exhibi- 
tors at the show expressed opti- 
mism for the coming spring sea- 
son, indicated that buying was as 
good as or better than in previous 
shows. 

Disappointing note was that pre- 
showing activity in hotel rooms, 
before the show got officially un- 
derway, cut down on attendance 
for the regular exhibitors. UJS 
plans to curtail pre-showings at 
future shows. 





AWI extends charter member drive, will 
give free membership for emblem design 


In a recent New Year’s toast of- 
fered by Raymond Soucie of the 
Horological Institute of America, 
and Norman Luth of the United 
Horological Association of Amer- 
ica, 1960 was hailed as the year 
when “watchmakers wiil form the 
American Watchmakers Institute 
—this country’s first unified na- 
tional trade organization for, by, 
and of watchmakers.” 

With the organizational drive al- 
ready in full swing, the AWI in- 
terim board of directors took time 
out to reiterate some of the pur- 
poses for which the Institute is 
being established. Foremost among 
these is the opportunity to offer 
unlimited possibilities for raising 
the individual and collective stand- 
ards of the watchmaking profes- 
sion. 

AWI will work to bring about 
greater public respect for watch- 
makers, and in the long run a bet- 
ter economic status for those em- 
ployed in the industry. 

Some other benefits that will be 
offered by AWI include a broad 
public relations program and a 
free lending library of technical 
books that will be available by mail 
to members. To members who wish 
to obtain books for their own tech- 
nical libraries, AWI will offer a 10 
per cent discount on the purchase 
of technical books. 


Extend Membership Deadline 


In a gesture of gratitude for the 
large number of charter member- 
ship applications that have been 
received, the interim board an- 
nounced that the deadline for 
charter membership will be ex- 
tended through June 19, 1960. This 
step was taken unanimously, since 
it is the feeling of the board that 
watchmakers and jewelers who are 
willing to support AWI prior to 
the chartering of the organization 
are entitled to permanent charter 
designation on their membership 
cards. June 19 was chosen for the 
new deadline date because it is the 
third day of the four-day charter- 
ing convention scheduled in Chi- 
cago. 

Since one of the primary aims of 


112 


AWI is to bring greater public 
recognition to the watchmaking 
profession, it has been decided that 
selection of a fitting emblem for 
the organization is of great impor- 
tance. To stimulate creative think- 
ing in the design of an emblem, 
the board has announced that it 
is offering a free three-year mem- 
bership to the watchmaker who 
submits the emblem suggestion 
that is chosen by the board to be 
most representative of the aims 
and purposes of AWI. Sketches 
should be sent to John M. Farrell, 
19319 Mark Twain Ave., Detroit 
35, no later than Mar. 1. 


Dr. Rawlings dies; 


noted Bulova engineer 


Dr. Arthur Lionel Rawlings, 78, 
chief engineer for research at 
Bulova Research & Development 
Laboratories, Inc., Woodside, 
N. Y., died Nov. 17. 

Dr. Rawlings was a recognized 
authority in the horological world, 
was author of the widely-quoted 
“Science of Clocks and Watches.” 
He was named an honorary mem- 
ber of the Horological Institute of 
America in May 1959, had served 
as president both of the Horo- 
logical Society of New York and 
of the National Association of 
Watch and Clock Collectors. 

Dr. Rawlings was born in Bir- 
mingham, England. Until he came 
to the U. S. in 1940 he had worked 
for the Sperry Gyroscope Co. and 


Dr. Arthur Rawlings 


for the British Admiralty. He was 
internationally known for his 
work in gyroscopics, helped de- 
velop the modern gyro compass. 

At Bulova, Dr. Rawlings did re- 
search work in warhead fuses and 
missile control devices, and on 
other precision electro-mechanical] 
devices. 


Barnett begins 50th year 
on road selling gems 


Charles Barnett 


Fifty years ago this month, a 
teenager named Charles Barnett 
left New York with several trunks 
of jewelry, going west all the way 
to the coast, selling in hundreds 
of towns big, small and unknown. 
Back in New York five months 
later, Charles’ trunks were empty, 
and a new chapter in private 
business enterprise was begun. 

Today Charles is the Charles 
Barnett Co., New York wholesaler 
of diamonds and diamond rings. 
His trips now are exclusively by 
air, but he beats largely the same 
path that he pioneered 50 years 
ago, calling in many cases on the 
sons and the grandsons of his 
original accounts. 


Cut real estate taxes 
on poor downtown areas? 


At least one city has recognized 
that the effects of downtown blight 
have lowered real values, 
and thus should lower the tax as- 
sessments for stores in the area. 

Julius Gutman & Co., Inc., a ma- 
jor downtown Baltimore, Md., de- 
partment store, has won a $125,000 
reduction in its tax assessment be- 
cause of “deterioration” in the 
downtown retail area of the city. 


estate 
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CARRIAGE TRADE 
QUALITY 


or 83 vears... the finest of materials and the most meticulous 
craftsmanship ... these are the “secrets” that give Whiting & Davis 
bags and jewelry their unique reputation. 
g J ; | I 


For these reasons. too. the Whiting & Davis line represents a uniquely 


yrofitable and prestige-building opportunity for the carefully selected jewelers 
| | 5 Op} } , ) 


who most successfully handle its distribution. 


WHITING & Davis Company. Inc. ...... Plainville. Massachusetts 





Hand in hand with fashion since 1876 


~— 
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International Silver 
gives $550,000 bonus 


A year-end bonus of 60 hours 
of pay for all of its factory and 
salaried employees has been au- 
thorized by International Silver 
Co. 

The payment 
per cent increase over last year’s 


represents a 50 


_ = 


amounts to more than $550,000. 


Danzell new president 
of Wallace Silversmiths 


Emery B. Danzell has_ been 
elected president of Wallace Silver- 
smiths, Wallingford, Conn. Danzell 
had been vice-president for manu- 
facturing of Wallace. He succeeds 
H. S. Stone, Jr. 

Other new officers are Warren 
L. Mottram, vice-president; R. A. 
Fulton, vice-president; C. E. Ire- 
land, treasurer; F. B. Wooding, as- 
sistant treasurer; Richard J. Blak- 
inger, secretary; Edith L. Padley, 


JC-K expands listings 
for 1960 Directory Issue 


An expanded, revised second- 
notice questionnaire was mailed by 
JC-K’s 1960 Directory 
Issue editor on Christmas Eve to 
6000 jewelry industry suppliers, 
for receipt between Christmas and 
New Year’s Day. 

The 6-page questionnaire lists 


Jewelers’ 


some 613 items or categories of 
merchandise and services, asks sup- 
pliers to check those which they 


produce, distribute or offer as ser- 





assistant secretary; E. P. Young, 
controller. 

Fulton, Ireland and Blakinger 
occupy similar posts with Hamilton 
Watch Co., which purchased con- 
trolling interest of Wallace in No- 


vember. 


FTC issues guides 
on ‘bait advertising’ 


The Federal Trade Commission 
has set down a detailed four-point 
guide on what constitutes “‘bait ad- 
vertising’”’ and related switch-sell- 
ing practices, to help businessmen 
avoid violations and to help FTC 
prosecute violators. 

FTC defines bait advertising as 
“an alluring but insincere offer to 
sell a product or service which the 
advertiser in truth does not intend 
or want to sell. Its purpose is to 
switch consumers from buying the 
advertised merchandise, in order to 
sell something else, usually at a 


vices. Answers will be incorporated 
into the 1960 Directory, together 
with data on the company’s name, 
address, postal zone and telephone 
number, method of distribution, 
names of brand products, facts on 
all company branch offices. 

This is the final Directory mail- 
ing. Suppliers who have not re- 
ceived their copy of the question- 
naire will be sent one upon request 
to Editor, Directory Issue, JEWEL- 
ERS’ CIRCULAR-KEYSTONE, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 


JC-K’°S FULL-TIME DIRECTORY STAFF: JC-K Editor Donald S. MeNeil. 
standing, confers with Directory Listings Editor A. T. Lombardi on a point of 
classification in the forthcoming JC-K 1960 Jewelers’ Directory Issue. Directory 
staff, shown in JC-K’s editorial offices, has been retained full-time to compile 
the vast lists of products and other data which will appear in the Directory. 


Directory will be published in mid-1960. 
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higher price or on a basis more ad- 
vantageous to the advertiser. ™ 

Just before Christmas, FTC 
called in representatives of con- 
sumer groups, labor unions, farm- 
ers and businessmen to a ‘“‘confer- 
ence on public deception.” FTC in- 
vited the groups’ support, and gave 
notice that it would back them to 
the limit in the crackdown on bait 


ads. 


THE GUIDES 
|. BAIT ADVERTISEMENT. 
No advertisement containing an offer to 
sell a product should be published when the 
offer is not a bona fide effort to sell the ad- 


vertised product. 


2. INITIAL OFFER. 

No statement or illustration should be used 
in any advertisement which creates a falss 
impression of the grade, quality, make, value, 
currency of model, size, color, usability, or 
origin of the product offered, or which may 
otherwise misrepresent the product in such a 
manner that later, on disclosure of the true 


facts, the purchaser may be switched from 


y 
i 


the advertised product to another. 

Even though the true facts are subsequently 
made known to the buyer, the law is violated 
if the first contact or interview is secured by 


deception. 


3. DISCOURAGEMENT OF PURCHASE OF 
ADVERTISED MERCHANDISE. 


No act or practice should be engaged in by: 
n advertiser to discourage the purchase o 


y 
¢ 
. 
? 


the advertised merchandise as part of a bai 
heme to sell other merchandise. 

Among acts or practices which will be con- 
sidered in determining if an advertisement is 

bona fide offer are: 

(a) the refusal to show, demonstrate, or 
sell the product offered in accordance with 
the terms of the offer, 

ib) the disparagement by acts or words of 
the advertised product or the disparagement 
of the guarantee, credit terms, availability of 
service, repairs or parts, or in any other re- 
spect, in connection with it, 

(ec) the failure to have available at all out- 
lets listed in the advertisement a sufficient 
quantity of the advertised product to meet 
reasonably anticipated demands, unless the 
advertisement clearly and adequately discloses 
that supply is limited and/or the merchandise 
is available only at designated outlets, 

(d) the refusal to take orders for the ad- 
vertised merchandise to be delivered within a 
reasonable period of time, 

(e) the showing or demonstrating of a prod- 
it which is defective, unusable or impractical 
for the purpose represented or implied in the 
advertisement, 

(f) use of a sales plan or method of com- 
pensation for salesmen or penalizing sales- 
men, designed to prevent or discourage them 
from selling the advertised product. 


4. SWITCH AFTER SALE 

No practice should be pursued by an adver- 
tiser, in the event of sale of the advertised 
product, of “unselling’” with the intent and 
purpose of selling other merchandise in its 
stead. 

Among acts or practices which will be con- 
sidered in determining if the initial sale was 
in good faith, and not a strategem to sell 
other merchandise, are: 

(a) accepting a deposit for the advertised 
product, then switching the purchaser to a 
higher-priced product, 

(b) failure to make delivery of the adver- 
tised product within a reasonable time or to 
make a refund, 

(ec) disparagement by acts or words of the 
advertised product, or the disparagement of 
the guarantee, credit terms, availability of 
service, repairs, or in any other respect, in 
connection with it, 

(dj) the delivery of the advertised product 
which is defective, unusable or impractical 
for the purpose represented or implied in the 
advertisement. 
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T'S EXTRA BONUS 
TIME AT TOSHIBA 


_ FREE: 


Bonus | : ] « & $25.00 Point-of-Sale 
. || ie Lc Merchandise Display 
Display te with Purchase of 


Deal No. | Tl [ele 6 Toshiba Radios 


This eye-catching glass enclosed merchandise 
display, complete with lock and key, will be your 
powerful silent salesman. ABSOLUTELY FREE 
with purchase of six assorted Toshiba transistor 
radios .. . one each of models 6TP-357, 6TP-354, 
6TP-309A, 6TP-314A, 8TM-300S and 8TM-294. 


FREE: 


onus 1 | he : $39.95 Transistor Radio 
Radio 1 | See with Every Re-Order 
, of 6 Toshiba Radios 
1 eal N 0. 2 ee Here’s Extra profits for you! With every re-order 














of six assorted Toshiba transistor radios (listed 
under Deal No. 1) you receive ABSOLUTELY 
FREE one fast selling 6-transistor portable model 
6TP-304 with retail list of $39.95. 


Even the smallest dealer can share in Toshiba’s double barrelled bonus offer that adds extra 
profits with EVERY purchase of six assorted models. This extra bonus offer is for a limited 
time only! Contact your Toshiba distributor or write direct. 


Exclusive U.S. Representative for Toshiba Transistor Radios 


TRANSISTOR WORLD CORPORATION 
52 Broadway, New York 4, N.Y. 


TRANSISTOR RADIOS 
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Japan typhoon will 
cause pearl shortage 


The worst typhoon in the history 
of the pearl-growing industry of 
Japan, which struck with 160-mile- 
an-hour winds and 10-foot waves 
on Sept. 26, will probably cause a 
critical shortage of quality cul- 
tured pearls for the next two to 
five years. 

According to Sidney A. Weiss, 
president of Imperial Pearl Syndi- 
cate, a major U. S. pear! importer, 
the Japanese cultured pear] indus- 
try suffered a $15 million loss. The 
wracked Mie Prefecture area, 
which supplies some 70 per cent of 
total Japanese pear! production and 
virtually all of Japan’s small-pear] 
output, endured 50 per cent de- 
struction. 

Most serious effect of the ty- 
phoon, Weiss predicts, will be felt 
over the next two years, because of 
the premature harvesting of the 
beds, which was necessary after 
the typhoon struck. 

Also, the very young 
which are coddled and pampered 
until they are three years old and 
to yield pearls, were very 
severely damaged. Thus the next 
two years will see a shortage of 
these “mother” or “host”’ oysters. 

Weiss says that prices will rise 
steadily on pearls here during the 
next two to five years, and that 
there will be chronic uncertainty 
about future supply. 
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TRAGEDY IN JAPAN: Smashed bamboo rafts drift uselessly in one of 
Japan’s pearl-producing oyster farms following typhoon which struck Sept. 26. 
Rafts held mesh baskets containing oysters which had been cultured. Industry 


suffered $15 million damage. 


Traub raises ‘60 budget 
for Orange Blossom ads 


The success of its 1959 adver- 
tising campaign for Orange Blos- 
som engagement and wedding 
rings has prompted Traub Manu- 
facturing Co. to plan enlarged 
1960 budgets for advertising and 
sales promotion. 

Traub, which attributes its 30 
per cent jump in Orange Blossom 
sales in 1959 to its stepped-up ad 
campaign, will also add more 
salesmen to its force, and will 
expand its group of dealer outlets. 

Traub President E. A. Bross 





« 
A” 


decided at an all-hands meeting 
last January that the firm would 
shed “the velvet glove” policy of 
marketing which it had had for 
some would instead don, 
figuratively, “the mailed fist.” 
Mrs. Bross hired new sales talent, 
brought 


years, 


set higher sales quotas, 
out new ring styles, inaugurated 
a national advertising campaign 
and direct mail program. 

Climax of the efforts 
came when one of the Orange 
Blossom ad series won an award 
competition 
Advertising 


years 


in the international 
of the Affiliated 
Agency Network. 


States challenge law 
limiting power to tax 


governments are planning 


state 
to fight a new federal law limiting 
their taxing powers. 

Congress last year curtailed the 
rights of states to tax the income 
of firms that maintain no offices, 
stores, or warehouses within the 
taxing state. State revenue officials 
are now serving notice that they 
believe the new law  unconstitu- 
tional, and they’ll seek to test it 
out before the U. S. Supreme 
Court. 

Some tax officials contend that 
the actual filling out of order or 


PRIZE ORANGE BLOSSOM AD: Traub Manufacturing Co. executives look 
over the 1959 ad series for Orange Blossom diamond rings, which won a 
bronze award in the recent Affiliated Advertising Agency Network annual 
international competition. From left; General Manager Carl Bross, Ad Manager 
Bill Roberts, Adman Vic Benjamin. | 


sales forms to be sent outside the 
state for approval may technically 
constitute a taxable form of “‘office’’ 
activity. 
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SHOW 


FEBRUARY 15TH 


9:30-10:30 PM EST 
ABC-TV 


Frank Sinatra heads up another star- 
Studded production for TIMEX... featuring 
the biggest names in show business 
efuite 33 and sponsored by the biggest name 
Brought to you Dy 


in the watch business. 
T : = X More people will be seeing TIMEX TV shows... 


Largest Manufacturer of Watches 
SARK AVEDR f f .. . 
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More people will be buying TIMEX watches 


7 Et ONTO 15. CANAD than any other watch in the world! 
JEWELERS’ CIRCULAR-KEYS/ IF JANUARY 1960 








Social Security growth 
STATE OF THE JEWELRY BUSINESS | may mean higher taxes 


(Tabulated each month. to help readers spot industry trends) | Congress may broaden the social 


security program again this year. 
It could well mean even higher 
taxes for businessmen and their 


IMPORTS 
% change % change 
October from Jan.-Oct. from Jan.- 
1959 Oct. 1958 1959 Oct. 1958 employees. | | 

WATCH MOVEMENTS (units) The forecast of a social security 
0-1 jewel 1,023,316 432.2 5,427,863 +39.6 expansion comes from Rep. Wilbur 
2-7 jewels 150,784 — 22.7 1,115,646 +15.3 Mills (D., Ark.), powerful head of 
8-15 jewels 8,364 +72.4 46,918 428.7 the tax-writing House Ways and 

16, 17 jewels 715,501 +14.2 4,775,495 + 28.9 Means Committee. 
over 17 jewels 2,759 +10.0 14,624 —15.4 


There are several proposals for 
all movements 1,900,724 +.18.6 11,380,546 +-32.1 


increasing the size of the program. 

DIAMONDS They include an across-the-board 
uncut, by carats 178,566 +62.8 1,340,067 +61.5 hike in monthly cash payments to 
uncut, by value $10,740,961 4+.45.6 $80,317,748 +38.2 
cut, by carats 84,120 —24.5 761,405 + 36.2 
cut, by value $7,597,953 +0.9 $71,764,948 +31.0 | tit Siiiaieee te ein OS 

CULTURED PEARLS $1,039,737 +128 $10,659,194 425.7 Bere eager senms: agrees 


IMITATION STONES $470,093 _ 64.5 $8,987,911 1223 ' and older. Both would dictate a 
25) : tax boost. 


retired persons, and a plan to pro- 
vide paid-up hospitalization and 


EXCISE TAXES | Social security taxes have risen 
% change % change | sharply in the past few years. Most 

July-Sept. from July- . from Jan.- | of the boosts have been voted in 

1959 Sept. 1958 Sept. 1958 | election years, such as 1960, al- 

AMOUNT COLLECTED $36,484 +6.3 +3.6 | though they have taken effect in 

mealies | other years. 

| The tax went up again this Jan. 

VITAL STATISTICS | 1. Now, employers are required t 
% change % change | 

October from Jan.-Oct. from Jan.- 

1959 Oct. 1958 1959 Oct. 1958 | ; sialic 

MARRIAGES 121,000 45.2 1,251,000 437 ' an equal amount from the worker's 
BIRTHS 368,900 =e 3,557,000 415 wages. Self-employed persons now 

must pay 4% per cent on the same 


FAILURES base income. 
°% change °% change Even under present laws, the 
November from Jan.-Nov. from Jan.- tax is scheduled to hit 44% per cent 
1959 Nov. 1958 1959 Nov. 1958 for employer and employee each by 

CASH JEWELERS 4 121 —11.6 1969. 

INSTALLMENT JEWELERS 2 38 t 26.3 
WATCH REPAIRERS 0 4 — 25.0 
] 
2 


pay a 3 per cent tax for the first 
$4800 a worker earns, and withhold 


WHOLESALERS 32 —3.1 


MANUFACTURERS 24 542 Beware of ads which ask 


advance fee, U.S. warns 


Government agents are making 
headway in their crackdown on 





WHOLESALE JEWELERS’ DEPARTMENT STORE SALES 
SALES OCTOBER 1959 
% change % change | fraudulent advance fee schemes, al- 
GOTEn Se Oct 1950 on 1988 | though many are still operative, 
% change % change FINE JEWELRY, | they warn. 
from from WATCHES +2 +12 | Since the Post Office and Justice 
Oct. 1958 Sept. 1959 SILVERWARE, | Departments started the drive a 
SALES —f +6 CLOCKS +5 +3 | year ago, they have prosecuted a 
INVENTORY 2 0 COSTUME 
JEWELRY +6 +4 


dozen firms for loan and real es- 
tate frauds, in which fees are col- 


lected from a small businessman to 

SEI See CECEMSER 1959 sell his business or to get him a 

(troy ounce, large lots) loan. Operators rarely deliver any 

ne One Yeor . service, and don’t return the fees. 

SILVER sak ore a wine Government officials warn busi- 

PLATINUM $77 $52 148.1 nessmen to beware of firms seek- 

PALLADIUM $22 $15 4.46.7 ing fees in advance for any service 

IRIDIUM $75 $65 415.4 Some are legitimate, but many are 
not. 

















NEW! 


From the most 
trusted name 
in radio! 


STYLED FOR SOUND. BEAUTY AND PERFORMANCE 





Cordlesstransistorclockradio, Cordless Table Radio; stunning The amazing ‘’Pock- 
with a lifetime clock battery Flairline styling. Two direct-drive ette’’ shirt-pocket 
Also a fine portable uses powerful speakers famous radio with surprising 
economical flashlight batter- Golden Throat’’ tone. Three performance. Wide 
ies. (TC])* 7 beautiful color combinations. range tone, remark- 
TX1)* able sensitivity. Sell- 
on-sight styling! 

1TP2)* 


This beautiful showcase 
guards the most complete 
collection of gems in 


transistor radio history! 


RCA Victor transistor radios look and sound 
so good customers literally walk away with 
them. But with this new showcase, designed 
with you in mind, your customers will do the 
“walking” a your cash register! 


The beautiful, deluxe showpiece is built of 
high-styled aluminum, wood and heavy-gauged 
plexiglass. Adjustable glass shelves hold up to 
18 RCA Victor transistor radios. The hinged 
back opens easily for changing your display. A 
sturdy lock provides further pilfer protection. 

See your RCA Victor distributor for informa- 
tion on the display case and the most exciting 
line of wonderfully performing transistor radios 
in America. 


x 4 Made in America— 
TE by American craftsmen— 
— with all-American components 


Never before such performance .. . so much 
beauty ...so much value packed into a radio! 

Not until you and your customers try a new 
RCA Victor transistor radio will you believe such 
tremendous tone can come from such compact 
radios. You'll agree these are the best performing 
transistor radios ever built for “‘The Gift That 
Keeps On Giving.’’ 


@ RCA VICTOR 


THE MOST TRUSTED NAME IN RADIOS 


Extra-powerful gift. Smartest simulated All-transistor portable 
‘‘High-T’’ Circuit. pigskin... a big- radio. Hottest seller 
Plays on either 100 demand transistor we've ever made. 
hour pen light or portable. Exclusive High-T’” circuit and 
longer-operating re- ‘‘High-T’’ Circuit de- speaker give improved 
chargeable batteries. livers sound of super- fidelity, extend tonal 
(174) * clear quality. Three response. Three flash- 
colors. (T2) light batteries permit 
100 hours’ listening 

pleasure. (T1)* 





Texas Jewelers reelect 
Dell Sheftall president 


Dell M. Sheftall of Sheftall 
Jewelers in Austin was re-elected 
to the presidency of the Texas 
Jewelers Association. 

Officers for 1960 with Sheftall 
are Sol Laufman of Houston, first 
vice-president, and Louis Lechen- 
ger of Houston, second vice-presi- 
dent. 

New directors of the association 
are Tom H. Oliver of New Braun- 
fels, Al Gartner of Dallas, Dorman 
G. Ivo of Lubbock, John Dunean 
of Amarillo, and Will Smith of 
Beaumont (Smith is a representa- 


tive in the Texas legislature). 


Detroit’s Meyer Jewelry 
Buys Square Deal Miller 


Meyer Rosenbaum, president of 
Meyer Jewelry Co. Treasure Chest 
Detroit, has announced 
Deal 
Detroit 


Stores in 
the acquisition of 
Miller, Inc., 47-year-old 


store chain. 


Square 


Last year Meyer acquired En- 
gass Jewelry Co., one of Detroit’s 
oldest. 

The Engass and Dea! 
Miller acquisitions make Meyer the 
largest jewelry store chain in Mich- 


Square 


igan, according to President Rosen- 
baum. In former Square 
Deal Miller was the largest chain 


years 


in the state. 


Bulova retailing course 
opens Jan. 18 at NYU 


The way to bigger jewelry store 
profits will be shown at the 20th 
Bulova-New York University two- 
week jewelry store 
management and merchandising. 
Course opens Jan. 18 at NYU, will 
consist of discussions, lectures and 
trips and 


course in 


demonstrations, field 
problems. 

In all, 30 subjects will be treated 
during the course—in every aspect 
of jewelry store operation from 
advertising to budget control to 
store layout to taxes. 

Registration fee is $300, includes 
tuition, room and breakfast. Con- 
tact Dean O. Schaller at NYU or 
S. Grant Conner at Bulova Park, 
Flushing 70, N. Y. 
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LIBERTY BELL REVISITING: The 
famous Mikimoto Liberty Bell replica 
is on tour of the U. S. again, for the 
first time since 1939, when it started 
out as an exhibit at the New York 
World’s Fair. Bell has 11,600 pearls, 
366 diamonds, is worth $1 million. 


Gem Society awards 42 
titles to jewelers 


Forty-two new titles since June 
have been awarded by the Ameri- 
can Gem Society. These are the 


Registered Jeweler (R.J.) titles 
awarded to retailers who complete 
stringent educational requirements, 
the Graduate Member Wholesale 
(G.M.-W.) awarded for equivalent 
accomplishments in the wholesale 
field, and the more advanced Certi- 
fied Gemologists (C.G.) titles. 

The Gem Society, which cele- 
brated its 25th anniversary last 
year, has more than 1500 mem- 
bers. 

New certified gemologists: Wen- 
dell Henby of Flora Jewelers, Deca- 
tur, Ill.; John M. Wells of Wells 
Jewelry Co., Perry, Fla.; Rober M. 
Levi of Kruckemeyer & Cohn, 
Evansville, Ind.; Eugene C. Boley 
of Jacobs Jewelers, Jacksonville, 
Fla.; Harold F. Millican of Harold 
Jewelers, Fort Worth, Tex.; Nor- 
man R. Clark of Norman Ingle 
Jewelers, Salisbury, N. C. 

New registered jewelers: John L. 


Kader of Wm. E. Kader, Jeweler, 
Sanford, Fla.; Vincent J. Kelleher 
of B. Spector & Bro., Inc., New 
Haven, Conn.: Milton L. Rutenberg 
of B. Spector & Bro., Inc., New 
Haven, Conn.; Meyer Lurie of B. 
Spector & Bro., Inc., New Haven, 
Conn.; Donald D. Hamann of Sar- 
tor Jewelry Co., Lincoln, Neb.; 
Robert E. Sigman of Reed & Elliott, 
Manhattan, Kan.; Kenneth L. Har- 
per of Mermod-Jaccard-King, St. 
Louis; Victor L. Esser of Esser 
Jewelry, Marshall, Mo.; Jack W. 
Spencer of Spencer’s, Santa Maria, 
Cal.; Malcolm Davidson of Thomas 
Long Co., Boston; George H. Jack 
of Jack’s Jewelers, Huntington 
Beach, Cal.; Elvira Brehmer of 
Brehmer’s Jewelers, Kerrville, 
Tex.; William G. Underwood of 
Underwood’s College Jewelers, Fay- 
etteville, Ark.; Julius Jacobs, Jr. of 
Margo’s Jewelry, Cincinnati; Alvin 
W. O’Leary of Sharfman’s, Worces- 
Arnold H._ Bock- 
struck of H. Bockstruck Co., St. 
Paul, Minn.; Robert W. Milton of 
The C. L. Milton Co., Laredo, Tex.; 
Don Dalzell of Henry Birks & Sons, 
Ltd.. Ottawa; James H. Dugan of 
J. H. Dugan, Ince., Greenwich, 
Conn.; Verl G. White of C. H. Lee 
Jewelers, Berkeley, Cal.; Asher 
Dreyfus, Jr., of Linz Brothers, Dal- 
las: William E. Weigel of Weigel’s 
Jewelers, Beatrice, Neb.; Forrest 
W. Dickey of Dickey 
Bakersfield, Cal.; Benn B. Davis of 
Seng Jewelers, Louisville; Edward 
C. Gordon of Gordon Jewelers, 
Kansas City; Daniel Lyle Grove of 
Grove Jewelry, Plattsmouth, Neb.; 
William L. Richardson of Robert- 
son Jewelers, Gainesville, Fla.; 
Lewis S. Rhoads of C. G. Rhoads & 
Son Jewelers, Fort Pierce, Fla.: 
Stuart S. Randall of Safford & 
Scudder, Kingston, N. Y.; Chester 
B. (Bud) Hurdle of MHurdle’s 
Jewelry & Gifts, Boulder, Colo.; 
Fred Schmitter of Schmitter-Burg 
Co., Jewelers, Milwaukee; Donald 
J. Burg of Schmitter-Burg Co., 
Jewelers, Milwaukee; Milton Stev- 
ens of Adolf G. Simon, Jewelers, 
Cincinnati. 

New graduate members, C.G., 
(wholesale): Edward Goldfarb of 
Jabel Ring Manufacturing Co., Irv- 
ing, N. J.; Walter J. McTeigue of 
McTeigue & Co., Inc., New York. 

New graduate member (whole- 
sale): Jack Monchecourt of J. R. 
Wood & Sons, Inc., New York. 


ter, Mass.; 


Jewelers. 


RCU 





Diamond Manufacturers and Importers hold 27th anniversary dinner 


,% 
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FRENCH EATEN HERE: Members and guests of the 
Diamond Manufacturers and Importers Association of 
America prepare to watch a fashions show following the 
group’s French-cuisine 27th anniversary dinner Dec. 14 
at the Plaza Hotel in New York. Preceding the dinner 
were a cocktail party and the group’s annual meeting. 
At the meeting, General Counsel Arthur Hirsch reviewed 


The 1960 officers, all reelected: Jean H. Van Praag of 
Van Praag Diamond Co., president; Joseph Baumgold of 
Baumgold Bros., vice-president; Sam Eckstein, vice-pres- 
ident; Daniel Frey of Harry Winston, vice-president; 
Jacques Spira of Spira & Hymans, vice-president; Leo 
Kaplan of Lazare Kaplan & Sons, secretary; Louis Gur- 
fein of Gurfein Bros., treasurer; Ethel M. Friedman, ex- 


1959 activities, after which 1960 officers were elected. 


Carl Peterson Co. wins 
Forstner sales contest 


Carl B. 
ville. Tenn... has been awarded 


Peterson Co. in Nash- 


$750 as national wholesale sales 


leader in the recent Forstner Pat 


4 


~ 


HAPPY 25TH: Paul Levinger, right, 
executive vice-president and treasurer 
of Speidel Corp., receives a sterling 
tray during a testimonial dinner given 
him by 400 business associates and 
friends Nov. 23 in Providence in 
honor of his 25th anniversary with 
the watchbands maker. In photo are 
Edwin Speidel, founder and president 
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Boone sales contest. 
Other 
winners with Peterson: Dunn & 


territorial first prize 
Iewbank Co. of Tampa, Fla.; Bald- 
win Miller Co. of Indianapolis; 

Houston. 
Sales were of Pat Boone-signature 


Prague-Kurtz Co. of 


of the firm, center, and Carl Chris- 
tensen, firm vice-president, who made 
the presentation. Levinger was laud- 
ed among many things for his part 
in converting the watchbands indus- 
try to war production during World 
War II. Among those present: 
Rhode Island Gov. Christopher del 
Sesto. 


ecutive secretary. 


photo idents, bracelets and an- 
klets, plus other Forstner 
ucts. 

Sharfman’s Jewelers in Worces- 
ter, Mass., was awarded $1000 for 
supplying the winning entry blank 
in the national “I believe educa- 
tion is very important for teen- 
agers of today because...” con- 
test sponsored by Forstner with 


prod- 


Pat Boone for teenagers. 


Oneida joins Sterling 
Silversmiths Guild 


Oneida, Ltd., was elected the 
ninth member of the Sterling Sil- 
versmiths Guild at an executive 
committee meeting of the Guild 
Dec. 14 in New York. 

President of the Guild is John 
B. Stevens, vice-president of Inter- 
national Silver Co. John F. Am- 
brose is executive vice-president. 

Member firms of the Guild, which 
do promotion, education and pub- 
licity in behalf of sterling silver, 
are: Alvin, Lunt, Gorham, Inter- 
national Silver, Towle, Wallace, 
Reed & Barton and Kirk. 

Annual plans for the Guild in- 
clude a “Sterling Today” hollow- 
ware design competition, which was 
open only to students of design in 
1959, and a “Sterling Silver Week’”’ 
in the spring, to boost wedding 
and graduation sterling sales. 
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JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 





VALUE—QUALITY—SERVICE 


Adolphe Adler 


Diamond Cutfers 
and 
Importers 


All sizes and qualities from 1 pt. single 
cuts to large stones. 


* Selections of round & fancy shapes. 
¢ Memorandum selections upon request. 


Liberal terms without extra charge to 
well rated firms. 


630-5th Ave. New York 20, WN. Y. 
Circle 6-7315-6 
JOHN GRAY—Management 





PRECIOUS STONES “ 
Loose or mounted 

in appealing 

RINGS 

A large selection ; 
of choice unmounted © Sapphires 

SEMI-PRECIOUS STONES ® Rubies 
Memo selection sent promptly 


ALLAN CAPLAN 


580 FIFTH AVE., NEW YORK 36, N. Y 
_ Plaza 7-1560 
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© Cat’s Eyes 
® Emeralds 





@ Star Sapphires | 
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# William T. Conklin, vice-president 
of Busch Jewelry Co. in New York, 
is also a state senator, and for years 
has been concerned about the fate of 
the mentally retarded after they 
reach the age of 21, at which time 
their state financial aid is cut off. Re- 
cently, as a result of Mr. Conklin’s 
tireless work in this field, a new par- 
ents-sponsored Adult Retardates Rec- 
reation Center was opened in Brook- 
lyn. To Mr. Conklin, this is just the 
beginning of a state-wide program to 
aid adult retardates, a program that 
will owe much to the humanitarian- 
ism of this jeweler-senator. 

e The third annual banquet of the 
Consolidated Retail Jewelers of New 
York and New Jersey, Inc., was held 
at the Hotel Astor Nov. 8. The past 
presidents of the Retail Jewelers As- 
sociation of New York (now merged 
with the Consolidated organization) 
were presented with gavels and block 
plaques engraved with their names 
and dates of office. 

» At the opening game of the East- 
ern Wheelchair Basketball League 
season, the Bulova Watchmakers 
were defeated 41 to 18 by the league 
champions, the Brooklyn Whirlaways. 
At a recent meeting of the league, 
Stephen Redman, a student at the 
3ulova school, was elected secretary. 
2 A. Diagonale and Bruno Kern have 
opened the Diagonale-Kern Corp. at 
665 Fifth Ave., New York. The firm 
will import cultured pearls and semi- 
precious stones. 

s John B. Melita, owner of Melita’s 
Gemlab in Gloversville, N. Y., has 
purchased a new building at 37-41 W. 
Main St. 
=» Murray Askin has been named 
store manager of Littman Jewelers 
in the Levittown (N. J.) shopping 
center. He formerly was manager of 
fine jewelery of Lit Bros., Trenton, 
N. J. 

es Sheehan’s Inc., 207 State St., El- 
mira, N. Y., has opened a new 
jewelry department. It will be man- 
aged by Seymour Leveen. 

= McElwee Jewelers of Shamokin, 
Pa., has moved to a new location at 
16 S. Market St. 

s Belgard & Frank, Inc., has moved 
its offices to 17 E. 37th St., New 
York. 

s Rudolph’s Jewelry has opened its 
10th outlet. Located in the New Fair- 
mount Fair Shopping Center, Syra- 
cuse, N. Y., the new store is equipped 
with a modern optical and hearing 
aid department, as well as facilities 
for watch and jewelry repair. 

= Engelhard Industries, Inc., refiner 
and manufacturer of precious metals, 
has elected Dr. Karl Huber and Law- 


rence Hoguet as senior vice-presi- 


dents and Richard P. Pasley as trea- 
surer. 

e The November meeting of the 
Golden Circle Club was held at the 
Netherlands Club, Rockefeller Plaza, 
New York. Main item on the agenda 
was election of officers for 1960. 
George Kramer was elected president 
and Joseph H. Frier, Jr., was chosen 
vice-president. 

2 Arthur F. Phillips has opened a 
jewelry store at Elma Village Shop- 
ping Center, Elma, N. Y. 

es Joseph S. Stanton, vice-president, 
and Frank Gibb, sales manager, of 
Forstner (Canada) Ltd., a _ subsidi- 
ary of Forstner, Inc., participated re- 
cently in a series of meetings held at 
the company’s headquarters at Ir- 
vington, N. J. 

es Orbros, Inc., Philadelphia im- 
porter, has moved to a new location 
at 42 N. Sixth St. The move was 
made to provide more space for the 
new clock producing division. 

es Among those attending opening 
ceremonies at the new Heuer Timer 
Corp., 441 Lexington Ave., New York, 
were the Hon. Hans W. Gasser, Con 
sulate General of Switzerland, and 
Paul Tschudin, director of the 
Watchmakers of Switzerland. Firm 
is the sole U. S. distributor for Heuer 
timers. 

es General Omar N. Bradley, chair- 
man of the board of Bulova Watch 
Co., was guest of honor at the annual 
dinner of the Jewelry and Allied 
Trades Division of the Federation of 
Jewish Philanthropies, held Nov. 19. 
ge On Dec. 8, at the Metropolitan Mu- 
seum of Art in New York, Mrs. Bet- 
tina Ballard presented an illustrated 
lecture on ‘‘Jewelry Fashions 
Through the Ages.” The lecture, 
given under the auspices of Tiffany 
& Co., pointed out the influences of 
the past on contemporary jewelry 
styles, the latter being mainly those 
of Jean Schlumberger, noted French 
designer. 

es Tano’s, formerly Celona Jewelers, 
recently held its grand opening sale. 
Located at 34 Mill Rd., Mt. Vernon, 
N. Y., the store is managed by Paul 
Napolitano. 

es Thirteen new students of watch- 
making and precision instruments as- 
sembly were enrolled this fall at the 
Joseph Bulova School of Watchmak- 
ing. School’s total enrollment is 75. 

= Correction: The statement in the 
December issue that Morse Jewelers, 
Ine.. has opened under new owner- 
ship was incorrect. Morse was incor- 
porated in April, 1959, and has pur- 
chased the business of Shapiro and 
Hepps Jewelers, 95 N. Pear! St., Al- 
bany, N. Y. Morse is presently lo- 
cated at the N. Pearl St. address. 





NEW 


s Manufacturing Jewelers Sales As- 
sociation’s annual Christmas cocktail 
party in the Garden Room of the 
Sheraton-Biltmore Hotel, Providence, 
R. I., was a highly successful one. 
Discussions were held on trends in 
the trade. 

es William Smith of Randolph, Mass., 
has recently taken over the jewelry 
concession in the Hill Department 
Store at Randolph Shopping Center. 
es John Anderson of Anderson’s Jew- 
elers, Wellesley, Mass., held a re 
opening in his redecorated store at 
22 Grove St. Store includes new dis- 
play cases and an enlarged sales area 
s Committee members are completing 
plans for the annual Boston Jewelry 
Club banquet set for Feb. 6 at the 
Statler-Hilton Hotel, Soston. John 
R. Blackinton of the R. Blackinton & 
Co., North Attleboro, Mass., club 
president, predicts the banquet will 
be the biggest yet. 

es H. S. Kazanjian of Star Market 
Jewelers, Cambridge, Mass., has open- 
ed a third store. The new, attractive 
unit is at the Fellway Shopping Cen- 
ter, Medford, Mass. This and his 
two Cambridge stores have been re- 
named Starlite 


Jewelers. 

es James J. Sullivan and Bradley 
Kuhn are now associated with the 
diamond department at Filene’s Bos- 
ton store. 

es Sim Sneider of Homer’s Jewelers, 
Boston, has become one of New king 
land’s most popular lecturers on gems, 
jewelry and other items of the pri 
fession. His recent local television 
series drew much favorable comment. 
But he reports his most attentive 
groups are all-male audiences. The 
reason? “It’s obvious,” he 

“since they generally pay fo 
diamond,” 

s Osvaldo Berti of Torrington, Conn.. 
has opened a new jewelry store at 
334 Main St., Hartford, Conn. 

se Peter H. Van Horn, formerly with 
Michael’s Jewelers, New Haven, 


Ssel-Rex buys Meaker Co., 
batch metal processor 


Sel-Rex Corp., New Jersey man- 
ufacturer of precious metal proc- 
esses, metal finishing equipment 
has purchased The 
maker in Chi- 


and supplies, 
Meaker Co., pioneer 
cago of automatic 
continuous and batch metal proc- 
essing and finishing. 


Meaker will operate as a wholly- 


systems for 


ENGLAND 


Conn., has purchased Cele’s Gift 
Shoppe & Jewelry Store, 107 Main 
St., Hartford, Conn. He will operate 
the store under the same name. 

s Sol P. Kaufman, jewelry designer 
and sometime author on design, has 
opened a design and consultant firm 
at 86 Weybosset St., Providence, R. I. 
we Savitt, Inc., one of Connecticut’s 
leading independent jewelry stores, is 
celebrating its 40th business anniver- 
sary by enlarging and remodeling its 
store, located in downtown Hartford. 
President William Savitt, known vari- 
ously as the “King of Diamonds,” 
“the man who stands on his head to 
serve you,” and “Mr. POMG” (‘peace 
of mind guarantee’ is given with all 
diamonds), is an active civic leader. 
Store has 50 employees. 

es Maurice Weinstein is closing his 
store, Maurice the Jeweler, after 50 
years of business on Asylum St. in 
Hartford, Conn. 

s Scott Jewelry Co., chain firm with 
stores in Fitchburg, Lowell, Law- 
rence, Haverhill, Athol and Holyoke, 
Mass., and in Manchester, Concord, 
Nashua and Portsmouth, N. H., 
brated the 25th anniversary 
founding recently. 

e Fred Ellery, a costume jewelry 
manufacturer, has leased 1800 square 
feet of space in a building on Wash- 
ington St. MacArthur Blvd., 
Quidnick, R. I. 

es The Jewelry Box has opened at 
29 N. Main St., Meriden, Conn. Own- 
er is John Holleran. 
es Brian B. K. Morse 
retail jewelry store at 55 Federal 
St... Greenfield, Mass. Store name Is 
Time Hall Jewelers. 

e Mr. Alfred Melitto, owner of Beau 
Mills Jewelry in Chicopee, Mass., has 
moved to a new downstairs location 
at 242 Exchange St. 

a Richard H. tobertson Is now sole 
owner of Robertson Jewelry in Mil- 
ford, Conn. Former partner is Ray- 
Smith. 


has opened a 


mond C., 


owned subsidiary of Sel-Rex un- 
der the general supervision of its 
Meaker’s facilities 
engineering, sales 
expanded. 


present staff. 
for making, 
and service will be 
Meaker has built some of the 
world’s largest automatic metal 
processing and plating machines, 
including one for the plating of 
automobile bumpers which pro- 
duces more than four acres of 
plated surface every 16 hours. 


HOW’S YOUR MEMORY? 


Probably, it’s good enough to 
remember that the past 12 
issues Of JC-K contained 
many ideas to which you 
would like to refer through- 
out the year. But even if it’s 
above average, you cant re- 
member which issue con- 
tained a particular article, or 
what page it was on. This is 
where the JC-K 1959 Edi- 
torial Index comes in. From 
‘Advertising’ to ‘‘Brides”’ to 
‘‘Wholesalers,’’ you'll find the 
index an invaluable aid in re- 
ferring to back pages of 
JC-K. See pages 69-76. 
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LOUIS F. GUINESS, INC. 


373 WASHINGTON ‘ST., RS 
BOSTON 8, MASS ~ 
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WELLS MFG. CO. 


CHARMS 


Sold only direet to Retailers 
ATTLEBORO, MASS. 








ENCRUSTERS 


Stone and Gold Seal Engravers 
Drilling, Precious—Semi Precious Stones 


HARRY BRAUNFELD 


Encrusting over a quarter century 
71 NASSAU ST., NEW YORK 38, N. Y. 














50° Valentine Display Kit 


only $350 plus postage 
® PENNANTS ® DIE-CUT HEARTS 
® STREAMERS © WINDOW STRIPS 
Assorted Sizes @ Supply Limited © Order Now 


EDWIN FREED, Inc. 150 w. 46th st., W. ¥. 36 
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IN NEW ORLEANS 


ANTIN’S WILL PAY 
MORE FOR YOUR 


Antique Jewelry 


because Antin's is located in a 
city that has for several centuries 
specialized in Antique Jewelry, 
Fine Silver and Objects of Art. 
B New Orleans is a “ready mar- 
ket'’. Convention Visitors crowd 
this city daily. They look for 


antique items and buy them, tool 


Watches Wanted—Any Make or Age 


Highest prices are paid for Antique 


Jewelry, Watches, Platinum, 
monds, Sterling, etc. Your package i 


Dia- 


$s 


kept aside, for 10 days, subject to 


your approval of our remittance. 


Ref: Dun & Bradstreet: 
Bork, Morgan Branch, 
Jewelers Board of Trade 


ANTIN'S 


Antiques and Antique Reproductions 


Whitney National 
New Orleans, La. 


114 Baronne Street 
New Orleans 12, La. 





increase profits by 
Engraving your own Jewelry 


Special Multi - Grip 
vise holds articles of 
any shape. Inexpensive 
CNP-J Panto - Engraver 
cuts sharp and clean in 
stainless steel, gold, silver, other metals. 


FOR THE JEWELRY MANUFACTURER 


The 3D-5 Panto-Engraver ... 

Cuts medallion, ring and jewelry dies. 
stee! stamps or any bas-relief design, as 
well as lettering, name plates, trophies, 
signs, etc 


Model CNP-J 


Model 30-5 


A Full Line 
of 
Engraving 
Equipment 
ond 
Accessories 


Liberal Terms Arranged. 
Small Monthly Payments. 
Write fer complete detaiis and prices. 
For immediate attention write dwectty 


to manufacturer below. Ask for nearest 
representative. 


TRADE MARK 


PANTS 


eeeeeeesensespeeesane7gepe4eeeeeeeeneneeeeeeeee 6 








H. P. Preis Engraving Machine Co. 
657 U. S. Highway 22 Hillside, N. J. 





MILD -WES T 


s The November meeting of the Chi- 
cago Jewelers’ Association attracted 
85 members. 

a Nicholas F. Pastor, a retail jeweler 
in Chicago since 1924 and located at 
5 S. Wabash Ave., for 35 years, has 
retired from business. 

s Golden Roosters 120 strong enjoyed 
a beef-steak dinner at the Bismark 
Hotel on Nov. 19. After the dinner, 
the following officers were elected: Al 
G. Wahlen, Chanticleer; Melvin L. 
Goldman, Keeper of Nestegg; Fred 
J. Hertel, Scratcher. Members 
pledged $1800 to the support of Di- 
vision Street Y.M.C.A. Boys’ Camp 
at Camp Channing, Mich. 
es The Chicago Jewelers’ 
banquet will be held Jan. 9 at the 
Conrad Hilton Hotel, Chicago. An 
anticipated 1100 guests are expected. 
Alvin A. Lauschke, is 1960 chairman. 
e» The Golden Roosters annual ladies’ 
formal dinner dance will be held Feb. 
20 in the Gold Room of the 
Drake Hotel, Chicago. 

es Yurick Jewelry has taken over the 
store space next door to its own store 
in Akron, Ohio. John Yurick ts 
owner. 

s Correction: The November issue of 
JC-K, page 124, stated that Hales 
Jewelry had opened in McConnells- 
ville, Ohio. Actually, Hales Jewelry 
has opened in new, larger quarters in 
Carey, Ohio, where it operated 
a store for six years. 

s Kohlbeck Jewelers opened recently 
et 152 S. Central Ave., Marshfield, 
Wis. Owner is Leo Kohlbeck, who 
also operates a store in Milwaukee. 
Harold Gravitter the 
Marshfield branch. 

es Ray Tanner 
succeed Robert E. Lee as manager of 
Zale Jewelry Co’s. store in Omaha, 
Neb. Lee goes to St. Louis to super- 
vise six Zale stores in that area. 


Association 


Coast 


has 


will manage 


been named to 


h 
‘ 
ias> 


es Cohen Jewelers has opened at 44 
N. Fifth St., Zanesville, Ohio. Jack 
Cohen is has been in the 
jewelry business for 19 years. 

es Francis Jewelry at 425 E. Main St. 
in Alliance, Ohio, has modernized and 
Jerry Zimmer 


owner, 


has doubled its space. 
is owner. 

# Rose Jewelers, Michigan 
chain, opened its 12th store recently, 
in the Wonderland Center in subur- 
Detroit. 


jewelry 


ban 


Hamilton Beach’s Clark 
wins high sales award 
Harold V. Clark, sales 
manager for Hamilton Co. 
in the Des Moines, Iowa, area, has 


district 


each 


been named recipient of the 1959 
Arnold O. Wolf awarded 
by the firm for outstanding sales 


award, 


#® Quinn’s Jewelry has moved to 203 
N. Central Ave., Paris, Ill. Owner 
is William Quinn, who has been in 
the jewelry business for 18 years. 

2» Argo & Lehne Jewelers in Colum- 
bus, Ohio, has opened a branch store 
in the Kingsdale shopping center, in 
suburban Columbus. 

® Anderson Bros., Lubbock, Tex., 
firm, has opened a branch store in the 
Monterey Shopping center. Bacon 
Jones will manage the branch. Firm 
president is Jewel C. Anderson. 

es Hart Jewelry Co., Inc., has open d 
a new store at 183 W. Market St., 
Warren, Ohio. Firm also has a store 
in Lorain, Ohio. 

s Fox Jewelry Co., Lansing, Mich., 
chain firm, opened its 10th store in 
November at 203 S. Washington Ave., 
Lansing. Firm president is Martin 
Fox, 

s Donald E. Wise has rejoined his 
father in the operation of Wise 
Jewelry in Mt. Vernon, Ohio. Wise 
has spent six months in the U. § 
Army at Fort Sill, Okla. 

es Irving Marcus has. been 
manager of Zale Jewelry 
Wichita, Kan., store at 318 E. 
las St. Marcus, with Zale 


transferred from 


named 
(‘o’s 
Doug 
for »& 
years, was Kansa 
City. 
s Milton D. Rothschild of Freund's 
Jewelers in St. Louis, Mo., was named 
recently to the board of directors of 
the Greater St. Louis Better Busines 
Bureau. 
s Page 
Chicago, nas opened a new 
Iowa. The first of a pro 


the store is 


Jewelry, 65-year-old firm in 
store in 
surlington, 
posed chain, 
103 Jefferson St. 

s Ben W. Heald and Ralph W. Young, 
W isconsin’s watch- 


nave 


iocated at 


two of foremost 
concluded a 
the electric 


held at voca- 


maker-jewelers, 
series of seminars on 
watch. Seminars were 
tional schools throughout the state. 

es The Greater Detroit Jewelers As- 
sociation heard two prominent speak- 
ers at its September dinner meeting. 
Walter Wagner of the Diamond 
Council of America discussed new de- 
velopments in consumer credit. Arnold 
Schiffman, past of RJA, 
stressed the importance of unity on 


17 2 | : ‘ 7 , ryt} 
all levels of retail jewelry busi- 


nresident 
the 


ness. 


October. 
orders 


from August through 
Clark 


from Hamilton Beach distributors 


obtained more 


and more new missionary orders 
from dealers for distributors than 
any other man on the sales force. 

Award trophy, an engraved silver 
bucket, is named for Hamilton 
Beach’s vice-president and general 


manager. 
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Jewelry Stocks Wanted 


CASH WITHIN 24 HOURS for 


DIAMONDS CHINA OLD GOLD 
WATCHES rt aa PLATINUM 
JEWELRY SILVER FIXTURES 
PEARLS Complete Stocks ANTIQUES 
CALL COLLECT FOR CONSULTATION 
Telephone: DEerborn 2-3407 


oN WeilerEG. 


Established 1880 
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e Oklahomans bought 4 per cent more hill Jewelry on Sixth Ave., Phoenix, 
lry in the first three quarters of Ariz. 

959 than they did the corresponding # Allen Schmidt has opened Quality 

period in 1958, according to a recent Jewelers at 961 E. Jackson St., 


All Inquiries Strictly Confidential 
MEMBER REFERENCE 


Jewelers Boord Your Lecol 
of Trede Bonk 


Division of M. Y. Finkelman Company 
29 &. Madison %t., Chicege 2, iil. 


LONG ON ONO NNO NO NO AOIN 


SA PL MPLA. SO WO AA SA 


report on luxury tax collections made Phoenix, Ariz. 

by Earl C. Wiseman, district directo1 es Burri Jewelers has opened at 1720 

of internal revenue at Oklahoma City. Capitol Ave., Cheyenne, Wyo. 

es Hartwell’s Jewelers, 110 N. Harvey e Jim DeBoe has purchased Hub 
Oklahoma C ty, Okla.., recently held lewelry Co. from Vern Brook. Store 
H0th anniversary sale. is in Colorado Springs, Colo., will be MADDOCK & MILLER INC 
George B. Goldfarb, who for the renamed Jim’s Hub Jewelry Co. . ; 
t 40 years has operated Goldfarb’s se G. W. and Florence Van Horn CROWN DUCAL Dinnerware BELLEEK China 
race Jewelers in Oklahoma City, have opened Van Horn Jewelry on MASON’S Ironstone Ware 


129 Fifth Avenue, New York 3, N 
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kla., is retiring from business. Gold Main St., Mesa, Ariz. 
farb is a past president of the Ok . C. Clark Jewelers, operating 
ahoma Retail Jewelers Association, wo stores in Oklahoma City, Okla., 











nd has served on the association’ began its 6 anniversary sale in 
boa of directors for many yea November. The firm proudly asserts Importers of 
® ‘Ne southwestern representative that it is “Oklahoma’s Oldest Jew- 5 ENGLISH CHINA 
Donard of Denmark is Mor ‘lers.”” Owners are B. C. Clark, Sr., , : and 
‘al . C. Clark, Jr. Stores are lo ay DURILEM E> EARTHENWARE 
Clark, Jr... manager of , ated at 113 N. Harvey and at 490% ee ry Stock and Import 
rs, 113 N. Harvey, Ok N. May Ave., in the Mayfair Shop FONDEVILLE & CO., INC. 
<i ) 149 5th Ave., New York (0, N. Y 
Okla., has been elected pins enter. AL. 4-0104 
the cabinet of the Last . H. Stever, formerly f Corpus 
ouncil of Boy COU | Christi, Tex., has joined the sales 
Alan Gordon Wholesales 
's Credit Jewelers, |! le 202 NW Second St., Okla 


sree Cit : <la., held Vv, kla. & CREDIT FORMS Receipt Books 


anniversary recently Lloyd Awbrey, veteran Tex: Installment Contracts, Ledger Sheets, etc. 
jdt at Gen Jewelry it watchmaker, has joined Southwest Samples Sent Free 
Klahoma City k| is 3124 Smelting & Refining Company, Ine 
Mmanoma City, UOKlia., } 3124-A meiting & Refi (’ pan’ | S.J. SURNAMER co., Inc. 


Cll berg. 











| 


\ve. In the Northwest Shopping L708 Jackson St., Dallas. 253 W. 26 Street New York 1. N. 


members added recently to 


as enfield’ Jewelers. estab) rec fit’ Os Le of Tola Tumbleweeds., MAKE THAT 
klahoma in 1910, celebrated its southwestern gift & jewelry traveling to wean} ) a | 
anniversary during October and men’s association, include: Edward J. Pe sy Fe | Extra Space 


vember. Firm has six stores anske, of F. O. Merz & Co., Murray EARN MORE 
Mrs. Willa Mae McCandless, wh \weigel of S. H. Zweigel & Son, Bill 


operated McCandless Jewelry ) Levin, of United China & Glass Co., : | Cash Profits 
vine’s In Amarillo, Tex., for th ind E. M. “Jack” Heiden, of E ’ 
vears, has joined with the lfert, ped nn Co. 4 1 Card Display Stunning New 
edral Gift Shop as the McCand John eckler has re-joine ro All Oceasion 
Jewelry and Cathedral Gift Shor nislat tik, is, ls ea a a Asst. $1.25} GREETING CARD Assortments 
KE. Ninth St. resent the firm in the southwestern 





onery, Novel Gifts, Wrappings, Toys, Per 
Accessories. (suaranteed items sell 

\ new jewelry store was opened ATCA. ight. Amazing Profits. Fast Service. You 
centiv in Albuquerg le. N. M.. \ Stan! 'V Carlin Is new president , ne risk Write TODAY for Details Salal 


‘veritt Jewelry Co the Sabine Area Guild (No. 10) of imples on approval and FREE Gift Offer 


es Damron Jewelers. 115 S. Mai the Texas Watchmakers Association. HEDENKAMP 
Elk City. Okla... recently add Other 1960 officers elected at th 
: ‘ 361 Broadway, Dept. JK-1, New York 13, N. Y. 


_ 


photographic department November meeting at Staudt’s Jew 





a lelts Jewelry has moved te elry store 1n Orange: vice-president, 


lee St.. (,;reen\ ille. Tex. (Owne! P reston Davis: secretary, J. ie 


De) nell age Green; treasurer, John Totino. Board DO YOU SELL 
es Wexler’s Jewelers has moved into members are Charles Morgan, Roy 
new quarters at 628 Main St.. Hou Barbosa, George TI. Crosby, Gene GOODS THAT 
ton, Tex. Firm is meen encore its 40th Bonnin, James Reeh, and Ed Turn 
anniversary. bull. THE JEWELER SELLS? 
e Henry Lauer, longtime Denver # Mr. and Mrs. Barney Cheek, own- 
eweler, has opened a branch store ers of Cheek’s Jewelry in Sallisaw, 
the Westminster Plaza shopping cen- Okla., have announced plans to open 
ter, Westminster, Colo. Manager ji a second store in Vian, Okla. Inquire about the 
Floyd Steighner. es Howell’s Credit Jewelers have t 

#® Vernon Shade has opened Arizona moved into a new home at 111 S. JC-K Jewelers 
Gem Shop at 425 E. Puget St., First St., Madill, Okla. Directory Issue. 
Phoenix, Ariz. # Krugers Jewelers opened its sec- 
s Helen Brookshire and Mary Ker ond Fort Worth store in the Ridglea 
nades have opened Helmar of Arizona shopping center. The firm’s main 
at 170 W. Thomas St., Phoenix, Ariz store is located at Houston and See Pages 32 & 33 
e Preston Drinkard has opened Foot Sixth Sts. in downtown Fort Worth. 




















More Profit with 
ideai System 


at 4 ip’ 


Sample entries show 
how to keep this simple record. 


Designed Especially for JEWELERS 
You’|] see where to cut costs, where your 
best profit opportunities are, when you 
keep your business and tax records in 
this easy “do-it-yourself” book. No 
bookkeeping experience needed. Especi- 
ally designed for jewelers and watch- 
repairers. Used in thousands of jewelry 
stores. From America’s largest publish- 
ers of simplified bookkeeping systems. 
Recommended by bankers and account- 
ants. Order from your stationer, $3.50 
and up. If he doesn’t stock, write for 
full information to The IDEAL SYSTEM 
Company, 2437 West Pico Blvd., Los 
Angeles 6, California. 


Now at most Stationers 





Engraving — Engine Turning 


FLORENTINE TEXTURE FINISH 


for the Manufacturer 


Arthur H. Nelson Co., Attleboro. Mass. 














“FABULITE" 


Distributor 
FULTON-NASSAU JEWELS, Inc. 
Precious ond semi-precious stones 
74 West 47th St. New York 36, N. Y. 
Tel: Ci 7-7220 

















Complete Memorandum service 
to all accredited jewelers. 


World famous importers 
of rough and polished 


~ GEMS 


Black Star — 
Sapphire 


Panther International Ltd. 


Importers of the $2 Mil- 
lion Panther Opal & other 
rrecious Gems 


Lapidary 
Repair Service 

















PANTHER INTERNATIONAL LTD. 


21 West 47th Street 
New York 36, New York 
Judson 2-0411 


e Mr. & Mrs. Mark Witz have opened 
a second store at 7006 Lake June 
Road, East Dallas, Tex. Mrs. Witz 
will continue to operate the Second 
Avenue store, while Mr. Witz will be 
located at the new unit. 

= The Fine Jewelers Guild, Zale 
Jewelry Co’s. quality stores division, 
has purchased Jacobs Jewelers, Inc.., 
of Jacksonville, Fla. Gabe Haus- 
mann, president of the Guild, said 
I. M. Sulzbacher will remain as head 
of the long-established Jacksonville 
firm. Jacob Jewelers was founded in 
1890, has been at 204 Laura St. for 
26 years. 

es Julius Tafallo, former Dallas 
jewelry store employee, has _ been 
named assistant manager of Kings 
Jewelers in Lubbock, Tex. W. Ed 
Grush is owner. 

McMahan, owner of a 
jewelry store in Stephenville, Tex. 
has purchased Stephens Jewelers, 
also in Stephenville. Lonny May is 
watchmaker at the store. 

= Myron Everts of Arthur A. Everts 
Co. of Dallas made the welcoming 
address at the Allied Gift and 


THE 


es Harold Burnham Jewelers of West 
Palm Beach, Fla., has opened a new 
credit jewelry store in Riviera Beach. 
The store, managed by John Mas- 
senoill, is the third in the Burnham 
chain. 

s Crown Jewelers, Inc., has opened a 
new credit store at 275 College Ave., 
Athens, Ga. 

s Russell Perel, president of Perel 
& Lowenstein, Memphis, Tenn., has 
been elected president of Scull Chain 
Jewelers Research Group. 

=» Kimall’s Jewelers, Knoxville, 
Tenn., has purchased Hope 


Knoxville’s oldest jewelry store. Hope 
will continue to operate at the same 
site and under the same name. 

=» Kenneth Kronick is new manager 
of Friedman’s Jewelers’ newest store 
at 1394 Moreland Ave., S. E., At- 
lanta, Ga. He has been in the jewelry 
business for 23 years. 

ws Henebry’s Jewelers in Roanoke and 
Salem, Va., have been sold to Reliable 
Stores Corp., a Baltimore chain. The 
stores will continue to operate under 
the same name and with the same 
personnel. 

s Bromberg Co., Inc., of Birmingham, 
Ala., has opened a new branch in 
Mountain Brook. Manager of the 
store is Joe Morrow. 

ws At its last meeting, the Gem Cut- 
ters Guild of Baltimore was treated 
to a film of a summer boat trip taken 
down the Colorado River by A. Har- 
vey Schreter. 


es Travis 


$ros., 


» C. J. Anderson, jeweler, 119 W. 


Saratoga St., Baltimore, has gone out 
of business. 


Jewelry Show buyer’s party at the 
Hotel Adolphus in Dallas recently. 
s The new Vogue Jewelry Salon, on 
the fifth floor of the Vogue Specialty 
store in San Antonio, opened recently. 
Owner is Ephraim Arredondo. 

=» The “meter beater” is the latest 
jewelry novelty to take the fancy of 
shoppers in Dallas. It is a small de- 
vice which can be “set’”” when a person 
parks his car by a meter, will ring a 
bell when time is running short. 

es Carlson’s Jewelers, has opened in 
the new Stella Link Shopping Center 
at 3200 Stella Link Boulevard, Hous- 
ton. 

es Thomas B. Murphy, 1010 Chamber- 
lain St. in Corpus Christi, Tex., is an 
avid collector of antique and other 
pocket watches. He _ specializes in 
those with high grade movements and 
hunting cases. His collection includes, 
at present, about 250 antique watches 
and about 600 movements. 

s J. W. Levin has been appointed 
manager of Zale Jewelry Co.’s Okla- 
homa zone stores. He will be in 
charge of stores in Oklahoma City 
3artlesville, Enid, Lawton, Muskogee 
and Ponca City. 


SOUT 


es Stanley Jewelers has opened a 
ond store in Tampa, Fla., at 
Franklin St. Harry 


> i} 
manager of the new store. Albert 

















, , 
Landsberg 1s 
Galvez, manager of the Stanley store 

: # : 
at 508 Franklin St., been named 
area supervisor for five stores In 


Tampa-St. Petersburg area. 


> 


he 
es Lawrence D. Levine, forme 
dent of the Klesay Jewelry Co. 
cently sold to Peacock Jewelers), 
‘hattanooga, Tenn., has joined Stan- 
Lachman Co., Ince., 
organization, as vice-preside! 
es Moon Jewelry recently staged its 
grand opening in the new Moon 
building, Monroe and Georgia Sts., 
Tallahassee, Fla. Moon’s has been in 
1930. Owner Leste 


American 


; 
(yey sy" ai } D” «= 
Veiic! ij A1IiOUl 


? 


business since 
Moon is president of the 
Gem Society. 

es Zale Jewelry Co. has opened its 
second store in Richmond, Va. 1.o- 
cated at 310 E. Broad St., the stor 
will be managed by Al Ehrlich. 

es Kenneth Kronick of Friedman’ 
Jewelers, Atlanta, Ga., has been 1 
stalled as a director of the Morelan« 
Shopping Center Merchants Associa- 


‘ 


tion. 

s Gordon’s Jewelers has opened its 
65th outlet. The new store is 1 
Springdale Plaza, Mobile, Ala. 

s Len Barr, formerly of Barr Bros 
Norfolk, Va., has opened 
Waynesboro, Va. 


opened two 


Jewelers, 
his own store in 
s Flair Jewelry has 
stores in Florida, at Pasadena and 
Daytona Beach. This is the first step 
in a proposed 25-store chain. Head 
of the firm is Bill Buss. 





WEST COAST 


es Some 50 members and guests of 
the Northern California Guild of the 
American Gem Society met for din- 
ner in the Bellevue Hotel, San Fran- 
cisco, Nov. 11. Speaker Carroll F. 
Chatham disclosed technical details 
about the production of Chatham 
emeralds and rubies. Next meeting 
was set for Jan. 14 at the Hotel Bel- 
levue. 

es Rupert Jewelers in Santa Ana, 
Cal., has been sold to Jacob Kulick, 
who operates jewelry stores in Pasa- 
dena, Ventura, and Long Beach, Cal., 
under the name of David’s and Mills 
Jewelers. 

e The Nov. & 
meeting of the 
Jewelers Association 
Claremont Hotel in 
first issue of a new 
Sparkler,” was 
bers. (Committee 
meeting 
the 1960 northern 
Mar. 6-7 at the 
serkeley. 

s Members who a ttended the October 
meeting of the Central Coast Jewelers 
and Watchmakers Guild at the Santa 
Maria Club in Santa Maria, Cal., in- 
cluded: Mr. and Mrs. Jack Spencer, 
Mr. and Mrs. William Vaughn, Presi- 
dent and Mrs. Don Melby, Mr. and 
Mrs. Jack Sorri, Chet Hall, H. Y. 
Katayama, Paul Sword, J. H. Camp- 
bell, and Bob Mollica. 

e Pasadena Jewelers in Pasadena. 


Cal., recently Murray 


board of directors 
California Retall 
was held at the 
Berkeley. The 
bulletin, “‘The 
mailed to all mem- 
reports at the di- 
included plans f 

‘onvention, set for 
Hotel Claremont in 


rec tors’ or 


remodeled. 
Lowe 1s manayer. 
es [Lomita 


Jewele opened re- 


omita, Cal., by Orville R. 
\ Vlil Open soon al 
Canyon Drive, Palm 
ring 
Eddie 


Supply Co. in Las 


Endman of Pacific Jewelers 
Angeles, has 
opened new property at 657 Mission 
St., San Francisco 

e Ex-Cell Manufacturing Co. has 
moved from 210 S. First St., San 
Jose, Cal... to 1334 Lincoln Ave. Store 
manufactures a line of lapel pins, re- 
tails watches and jewelry. 

es Meier & Co., Ine., wholesale 
Phoenix, Ariz., has ap- 
pointed Reginal E. Hall Arizona rep- 
resentative. 

e Irwin Spiro & Co., 
tured pearls, 
and larger quarters in 
220 West Fifth St., Los Angeles. 

* Toyo Pearl Co., importer of cul- 
tured pearls, has moved from Room 
104% to Room 506, 220 West Fifth 
St., Los Angeles. 

es The Jewel Box, 508 S. Washington 
St., Olympia, Wash., moved recently 
to larger quarters at the corner of 
Fifth Ave. and Washington St. 
Owner Anton Panowicz. 


ieweler in 


importer of cul- 
recently into new 
40412, 


moved 


{oom 


= Otto Schmieder, jeweler, recently 
moved from 35 W. Washington St., 
Phoenix, Ariz., to 19 W. Washington 
St. 

= Anderson Jewelers, formerly lo- 
cated in White Salmon, Wash., re- 
cently moved into its own new build- 
ing in Gold Beach, Ore., and added 
watch repair department. 

= Kirk Jewelers, Costa Mesa, Cal., 
has opened a new store in the Harbor 
Shopping Center there. 

s Two Cottage Grove, Ore., 
firms recently merged, under joint 
ownership of Eugene Ware and 
Robert Stapleton. Stores are Ware’s 
Jewelers at 612 Main St., and the 
Gem Shop at 816 Main St. Stores 
will operate from Ware’s. 

«# Harold Behm recently opened a 
new jewelry store, Behm Jewelers, in 
the Breeze Bldg., Silverdale, Wash. 

s Lee Portner, who moved to the 
west recently from Philadel- 
phia, has opened shop to do trade 
work for local jewelers, at Room 401 
Phelan Building, 760 Market St., San 
Francisco. 

# Canfield’s Jewelry moved recently 
to 13 E. First St., Coquille, Ore. 
@® Rosenzweig’s in Phoenix, Ariz., re- 
cently enlarged its floor space by tak- 
ing over an adjacent store. 

# Salesmen of the Calan Co., 448 S. 
Hill St., Los Angeles, left Jan. 2 to 
combination sales meeting 
and pleasure trip in Miami, Fla., ar- 
ranged by Speidel Corp. 

es Jos _— Jewelers at 134 W. 
Phoenix, Ariz., has remodeled. 
5 coumsth Corrians of Corrigan 
Jewelers in North Bend, Ore., joined 
in a partnership recently with Owen 
Winters, and opened a new jewelry 
store in Coos say, Ore., to be called 
Corrigan-Winters, Jewelers. 

es Al J. Ingebritson and Mitchell E. 
Sorich recently were added to the 
sales staff of Langert Brothers Co.., 
20 E. Jefferson St., Phoenix, Ariz. 
e S. Chris Cannizzaro, jeweler of El] 
Centro, Cal., sold out recently to 
Joseph C. Foster and H. E. Waddell, 
of Chapin Jewelers, Barstow, Cal. 
«= Ben Brice, one-time president of 
the Washington State Jewelers Asso- 
clation, and in retirement since 1957, 
will open his own store at W72 
Main, Spokane, Wash. 

# Ken and Roy Young are managing 
the Ex-Cell Manufacturing Co., a re- 
tail jewelry business, recently opened 
at 1334 Lincoln Ave. in San Jose. 

es Hans who has had 15 
years of experience in the jewelry 
business, is new manager of Crescent 


jewelry 


coast 


attend a 


Adams. 


Rossen, 


Jewelers in Walnut Creek. 


owner of a whole- 
importing business at 
toom 312 at 704 Market St. in San 
Francisco, announced that his son 
George has joined him in the firm. 


-] Jose Lederer, 
sale diamond 





AUCTIONS 


For JEWELER'S 


Fast Money Raising Sales 
Conducted 

Your Reputation's Protected 
Your Store Becomes Popular 
40 Years Experience! 

All Inquiries Kept Confidential 


We are prepared to buy you out 

for cash or sell for you and raise 

the necessary funds you may re- 

guire. 

@ Everything Furnished For The 
Success Of Your Sale 

@ Most Experienced Talent In 
America 

@ Sales Coast To Coast 


Sar’s Wholesale 


Distributors, Inc. 


2959 WEST 59th STREET 
CHICAGO 29, ILL. 
Phone WAlbrook 5-016! 

if No Answer Phone HEmliock 4-7753 
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BLACK STAR SAPPHIRES 
$1.25 per carat 


In lots of 50 carats or more 

assorted sizes ALSO 

FINER STONES From $2 to 

$10 per carat. 
INTERNATIONAL GEM & PEARL CO. 

220 W. Sth St., Los Angeles 13, Calif. MAdison 4-1777 


4 % 
UpoRte® 














EMERALDS 


Loose or mounted. Memo selections to rated 
jewelers. Write 


I. WIDESS & SONS MAdison 6-147] 
220 W. 5th Street, Los Angeles 13, Calif. 
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Coming Events 


JAN U AR Y 


3-8—Atlantic City China and Glass 
Show, Convention Hall. 

4-15—15th Floor Decorative Ac- 
cessories Show, Merchandise Mart, 
Chicago. 

9—Chicago Jewelers Association an- 
nual banquet, Conrad Hilton Hotel. 

15—Jewelers Vigilance Committee 
annual meeting, Waldorf-Astoria Ho- 
tel. New York. 

15-16—Watch Material Distributors 
Association of America annual board 
of directors’ meeting, Hotel Roose- 
velt, New York. 

16—24 Karat Club of the City of 
New York annual banquet, Waldorf- 
Astoria Hotel. 

17-20—Pittsburgh Gift Show, Penn 
Sheraton Hotel. 

17-22—-New York Lamp and Home- 
furnishing Accessories Show, Hote! 
New Yorker and Trade Show Build- 
ing’. 

24-27—Washington Gift Show, Ho- 
tel Willard, Washington, D. C. 

24-27—Carolina Gift and Jewelry 
Mart, Radio Center, Charlotte, N. C. 

24-29—California Gift Show, Am- 
bassador and Biltmore Hotels, Brack 
Shops, Merchandise Mart, Los An- 
geles 

31-Feb. 3 — Cleveland Gift Show, 
Statler-Hilton Hotel. 


rEORVAR Y 


6 — Boston Jewelers Club annua! 
banquet, Statler Hotel. 

7-10—Buffalo Gift Show, Statler- 
Hilton Hotel. 

7-10—San Francisco China, Glass. 
Gift and Jewelry Show, Sheraton- 
Palace, St. Francis and St. Drake 
Hotels, Merchandise Mart, Brooks 
Exhibit Hall. 

7-14—Chicago Gift Show, LaSalle 
Hotel and Palmer House. 

7-19 — Merchandise Mart China. 
Glass and Gift Market, Chicago. 

14-17—Portland China, Glass, Gift 
and Jewelery Show, Public Audito- 
rium, Plaza and Benson Hotels, Port- 
land, Ore. 

20-22—Oregon RJA annual conven- 
tion, Multnomah Hotel, Portland. 

21-22 Pacific Northwest Retail 
Jewelers convention, Multnomah Ho- 
tel, Portland. 

Tola Tumbleweeds spring meet- 
ing, Hotel Adolphus, Dallas. 

21-22 — Washington RJA annua! 
convention, Portiand, Ore. 

21-24 — Seattle Gift Show. Civic 
Auditorium, Olympic and New Wash- 
ington Hotels, Terminal Sales Build- 
ing 

21-25 Allied Gift and Jewelry 
Show (spring), Hotel Adolphus, JDal- 
las. 

21-26—New York Gift Show, Hotel 
New Yorker and Trade Show 


ing. 


*7 
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22-25—-Industrial Diamond Asso- 
ciation of America annual conven- 
tion, Hollywood Beach, Fla. 

28—Illinois RJA annual convention, 
Springfield. 


MA R C H 


6-7—California RJA northern con- 
vention, Hotel Claremont, Berkeley. 

6-9—Denver Gift and Jewelry Show 
(spring), Hotel Albany. 

6-10 — Boston Gift Show, Hotel 
Statler and First Corps Cadet Ar- 
mory. 

12-14—-Minnesota RJA annual con- 
vention, Leamington Hotel, Muinne- 
apolis. 

19 — Manufacturing Jewelers & 
Silversmiths of America annual ban- 
quet, Statler Hotel, Boston. 

20-23—Philadelphia Gift Show, Ho- 
tel Benjamin Franklin. 


APR EL 


2-5—American Gem Society annual 
conclave, Statler-Hilton Hotel, Bos- 
ton. 

23-May 3—Swiss Industries Fair, 
3asel, Switzerland. 

24-25—-Alabama Jewelers Associa- 
tion annual convention, Thomas Jef- 
ferson Hotel, Birmingham. 

24-May 3—Hanover Fair, Hanover, 
Germany. 

24-25 — Alabama Retail Jewelers 
Association annua! convention, 
Thomas Jefferson Hotel, Birmingham. 

24-26 — Florida RJA annual con- 
vention, Tampa. 

29—Diamond Peacock Club annua! 
banquet, Statler Hotel, Boston. 

30-May 1—North Carolina RJA an- 
nual convention, Raleigh. 


MA Y 


4-14—-U. S. World Trade Fair, Coli- 
seum, New York. 

8—-_South Carolina RJA annual con- 
vention, Myrtle Beach. 

15-20—New York Stationery Show, 
Hotel New Yorker. 

20-22—-Tennessee Watchmakers and 
Jewelers Association convention, Pat- 
ten Hotel, Chattanooga. 

20-22—Watchmakers Fair, 
Hotel, Chattanooga. 

28-31 — Watch Material Distribu- 
tors Association of America 14th an- 
nual convention, Roosevelt Hotel, 
New York. 


atten 


Parcel post rates 
set to climb Feb. 1 


Mailing costs are going up again. 

The Post Office Department re- 
cently won authority to boost par- 
cel post rates by an average of 17.1 
per cent. The increases, depending 
on distance shipped and size of 
packages, range from 1 to 35 per 
cent. 

The higher rates will cost mail 
users $88 million each year. Postal 
officials plan to put them into ef- 
fect on Feb. 1. However, the rates 
have been appealed by a group of 
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7-8—Educational Jewelry Manufac- 
turers Association annual convention, 
Chicago. 

14—-Providence Jewelers Club an- 
nual clambake, Francis Farm, Reho- 
both, Mass. 

17-20—_-American Watchmakers In- 
stitute premiere convention, Morrison 
Hotel, Chicago. 

19-21—_-Vermont RJA annual con- 
vention, The Lodge, Stowe. 

25-27—New Hampshire RJA an- 
nual convention, Lake Tarleton Club, 
Pike. 


JU 4 FY 


17-20——-Southern Jewelry Travelers 
Association annual convention, Henry 
Grady Hotel, Atlanta, Ga. 

17-21—Retail Jewelers of America 
midwest convention and trade show, 
Morrison Hotel, Chicago. 


A U G U S T 


14-18—Retail Jewelers of America, 
Inc.. annual convention and trade 
show. Waldorf-Astoria Hotel, New 
York. 

98-30—Retail Jewelers of America 
Pacific Jewelry Show, Biltmore Hotel, 
Los Angeles. 


S —EPTEWM BE R 


3..Tola Tumbleweeds fall meeting, 
Hotel Adolphus, Dallas, Tex. 

3—Texas Jewelers Association an- 
nual convention, Hotel Adolphus, Dal- 
las, Tex. 

1-8—-Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Tex. 

17-18—Horological Association of 
lowa annua! convention, Hotel Roose- 
velt. 

18-21 — Denver Gift and 
Show (fall), Hotel Albany. 

19—Michigan Horological Associa- 
tion annual convention, Pantlind Ho- 
tel, Grand Rapids. 

24-26—Michigan Jewelers Associa- 
tion annua! convention, Pantlind Ho- 
tel, Grand Rapids. 

95-27 — Phoenix Gift and Jewelr 
Show, Hotel Westward Ho. 

25-27—Detroit Jewelry Show, Hotel 
Statler-Hilton. 


, 
al 
Jewelrs 


-. + a fee 

° 5. Florida State Watchmakers 
Association annual convention, Day- 
tona Beach. 
mail users. This could delay the 
effective date, or possibly revers: 
the action. 

Meanwhile, the Eisenhower Ad 


¢ 


ministration is set to ask for an 
other boost in first class mail rates. 
Congress in 1959 turned down 
request for another l-cent hike 
first class rates. A 2-cent boost may 
be pushed in 1960. 

With postal costs continuing t 
rise, and the deficit standing at 
$650 million a year, some highe! 
postal rates are almost certain in 
1960 or soon after. They’re another 
eost to be added in retail margins 





Executive Appointments 


Darwin R. Neumeister has been 
elected vice-president and mer- 
chandising manager of Black, 
Starr & Gorham, Inc., Fifth Ave- 
nue, New York, jewelry and sil- 
versmith firm. Neumeister has 
been president and director of 
the Bigelow Kennard Co., Boston 
jewelry firm, since 1953. He is 
vice-president both of the Ameri- 
can Gem Society and the Boston 
Jewelers Club. 


R. Clyde Allen, long-time distri- 
bution and marketing consultant 
to business and industry, has been 
elected to the board of directors 
of Bulova Watch Co. Allen has 
been executive vice-president 
since 1953 of Stewart, Dougall & 
Associates, Inc., New York. 


Samuel M. Feldberg has been 
named vice-president and general 
sales manager of Benrus Watch 
Co. He has been general manager 
of the company. 


Clifford L. J. Siegmeister has 
been named vice-president in 
charge of marketing and member 
of the board of directors of Wal- 
tham Watch Co., Chicago. Sieg- 
meister will operate from soon-to- 
be-opened Waltham marketing of- 
fices at 30 Rockefeller Plaza, New 
York. Siegmeister had been sales 
vice-president for 10 years of Ben- 
rus Watch Co. 


Harold L. Rapp has been named 
director of Eterna 
Watch Co. Rapp, an interim board 
member of the new American 
Watchmakers Institute, and for- 


sales for 


pid; Sie 
a ae 


Clifford L. J. Siegmeister 


Darwin R. Neumeister 


mer executive vice-president of 
the Horological Institute of 
America, had been assistant to 
the director of sales of Bulova 
Watch Co. He is a member of 
the National Association of 
Watch and Clock Collectors. 


Secretary Sol E. Flick and Re- 
search Director William O. Ben- 
nett have been elected vice-presi- 
dents of Bulova Watch Co. Flick, 
an attorney, has been with the 
firm since 1941, Bennett 
1946. 


since 


Frank O’Connor has been named 
sales manager of Louvic Watch. 
Inc., New York import firm. His 
former business associations in- 
clude ones with Baumgold Bros. 
and with Ollendorff Watch Co. 


Bill Hurley has been elected a di- 
rector of Reed & Barton, silver- 
smith firm in Taunton, Mass. 
William T. Taylor has been 
elected a director of General 
Time Corp. He is board chair- 
man of ACF Industries, Inc. 


Harold L. Rapp 


R. Clyde Allen 


John F. Carr has been elected a 
vice-president of General Time 
Corp. Carr will also continue as 
general manager of the firm’s 
Stromberg division. 


Butler has _ been 
named director of research for 
Gladding, McBean & Co., West 
Coast maker of Franciscan din- 
nerware. He had been manager of 
engineering research for Carbo- 
rundum Co. 


Dr. Gurdon 





|PERMA-FLASH| 


is the name of the finish on 
.newly designed Certified 
+ Wedding Rings in |4K gold 
They remain ‘‘Honeymoon 
Bright" for life . and sell 
on sight. 


CERTIFIED meTALS CO 


97 Edison Pl.. Newark 2,N.J. 




















-WATCH-BOTCHING 


is what you get when you 
buy your watch repair service 
on price alone. Cheaper at 
first, it hurts you later when 
your customers lose confi- 


dence in you and never 
return. 


Our reputation is built on 
quality watch repairing, fast 
service and competitive 
prices. Our nationwide clien- 
tele testifies to our reputation 
Be convinced—send us your 
next watch repair jobs. 


KARELIN WATCH SERVICE | 


116 NASSAU STREET NEW YORK 38, A. Y. 
CO 7-4895 























| Obituaries 





Mrs. Elma Rumsey Cartier, 80, 
wife of Pierre Cartier, interna- 
tionally known jeweler, died Nov. 
12 at her villa in Geneva, Swit- 
zerland. Mrs. Cartier was hostess 
in 1955 to President Eisenhower, 
during the Geneva summit con- 
ferences. 


Frederick A. Pooley, 71, retired 
president of Le Count Co., whole- 
sale retail jewelry firm on New 
York’s Maiden Lane, died Nov. 11. 


David I. Kaplan, 39, vice-presi- 
dent of the A & Z Chain Co., 
Providence, R. I1., died Nov. 8. He 
was a director of the Manufac- 
turing Jewelers & Silversmiths of 
America, Inc. 


Carl H. Nordt,. 69. retired trea- 
surer of John C. Nordt Co., Ce- 
dar Grove, N. J., ring manufac- 


turing firm, died Nov. 9. His 


brother Paul is president of the 
firm. 


Thomas B. Joyce, 52, who with a 
brother, Peter, founded Joyce 
Bros. 25 years ago on New York’s 
Madison Ave., died Nov. 14. 


William J. Tighe, Sr., 84, one-time 
jeweler (for 25 years) in Union 
City, N. J., died Nov. 5. 


Robert O. Veit, 63, a member of 
Miller & Veit, New York diamond 
importing firm, died Nov. 6. 


George M. Devlin, 63, a watch 
buyer for 49 years with Tiffany & 
Co., New York, died Nov. 4. 


Hugh J. Zentz, 68, operator from 
1924 to 1944 of a jewelry store in 
Elkhart, Ind., died Nov. 4. 


Harry J. Herff, 74, president of 
Herff-Jones Co., Indianapolis 
jewelry manufacturing firm, died 
Nov. 16. The firm, which he 
founded in 1920 with Randall F. 


Jones, made high school rings, 
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J. BIELER PROMOTIONS 


ware Use Our 


‘ ¢ “DO-IT 
YOURSELF" 
Sales 
Promotion 
Package 


Planning A STORE-WIDE SALE? 


P 


Te 


WE CAN SUPPLY YOU WITH A COMPLETE SALES PROMOTION PACKAGE CONTAINING MATS—ADVERTISING 
COPY—SALE CARDS—BANNERS—PENNANTS—STRING TAGS AND A BOOKLET WITH RADIO CONTINUITY 
AND INSTRUCTIONS HOW TO SUCCESSFULLY RUN YOUR OWN SALE FOR $50.00 


ner ee 


rt nde 


er? 


ak. 


L-. ie 
WHOLESALE DISTRIBUTORS 
29 E. Madison St. (Heyworth Bldg.) Chicago 2, Ill. 











medals, trophies and awards. 


Ernest O. Wick, 67, jeweler and 
watchmaker for more than 35 
years in Asheville, N. C., died 
Nov. 25. He was co-owner of 
Wick & Greene, Jewelers. 


Clement Mokner, 55, owner of a 
jewelry store in Atlanta, Ga., 
died Nov. 11. 


Joseph Waldman, 71, founder of 
Joseph Waldman & Sons, Irving- 
ton, N. J., manufacturer of watch 
crowns, died Oct. 29. 


William B. Pitts, 92, 
known collector of gem minerals, 
died late in Qctober. He was 
honorary curator of gem miner- 
als at the Academy in San Fran- 
cisco, had made gem contribu- 
tions to many museums, including 
the Smithsonian Institution. 


nationally 


Eugene V. Morehouse, 84, vice- 
president of B. A. Ballou & Co., 
Providence jewelry firm, died Nov. 
1. He was a pioneer in the devel- 
opment of safety devices and the 
use of automatic equipment in the 
industry. Morehouse was in his 
57th year with B. A. Ballou. He 
held some 59 patents for various 
products and 
known as “dean of 
among many officials of the trade. 


processes, was 


inventors” 


Julius Goodman, 87, retired presi- 
dent of 97-vear-old Julius Good- 
man & Son in Memphis, Tenn., 
and nationally known collector of 
antique silverware, died Nov. 26. 
Goodman, whose silver collecting 
once inspired a Saturday Evening 
Post article (in 1955), was also an 
authority on trotting race horses, 
was a one-time driver himself. 


A. R. Phillips, 73, owner of Phil- 
lips Jewelry in Spencer, Ind., for 
48 years, died Dec. 9. 


E. T. Morgan, 53, jeweler in Mar- 
lin, Tex., died in mid-November. 


Arthur T. Hixon, Jr., southeast- 
ern states’ representative for 
Ebeling & Reuss Co., national 
china and glassware importing 
firm, died Nov. 16. Mrs. Hixon will 
continue as sales representative. 
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News of Personnel 








Remington Rand Electric Shaver 
division of Sperry Rand Corp. an- 
nounces the following personnel 
changes: 

Arthur Dale Darby has been ap- 
pointed branch sales manager of the 
New Orleans branch. He formerly 
held the same position in the Hous- 
ton branch. 

Thomas O. Herndon, Jr. was named 
to succeed Mr. Darby as branch sales 
manager in the Houston branch. 

S. E. Anderson, former national 
service manager, has been named 
managing director of the company’s 
I'rench subsidiary, Remington Rasoirs 
Electriques, Paris. 

R. Raymond McKee has been ap- 
pointed national service manager. He 
has been in the service field for Rem- 
ington since 1950. 


Albert Benny has been appointed 


New Jersey sales representative for 


Jacques Kreisler. He succeeds Edward 
L. Stern, who has been named to an 
administrative position in the main 
office. 


R. Raymond McKee Albert Benny 


John MecMickle has been appointed 
a sales representative for W. A 
Sheaffer Pen Co. in the Chicago ter- 
ritory. He has been with Sheaffer for 
a number of years. 


General! Electric’s radio receiver di- 
vision announces the appointment of 
three sales managers: 

Norman A. Langenfeld has been 
named manager of radio receiver 
sales. He has been with the company 
since 1949. 

Charles J. Fabso is the new man- 
ager of phonograph sales. 

William A. Monahan, who joined 
the company in 1936, has been named 
manager of national account sales. 


Robert E. Guilbault has joined the 
sales staff of Traub Manufacturing 
Co. He will handle the “Orange Blos- 
som” diamond ring line. 


Jack Hoffman has been named to 
represent Karlan & Bleicher in the 


Middle Atlantic states. He has been 
in the jewelry industry for 21 years. 


, ; John Wasylik Frank V. Gentile 
John Wasylik has been named as- 


sistant sales manager of Oneida Sil- ete 

versmiths’ hollowware division. Prior : William J. Gurley is now represent- 
to joining Oneida, he was with the ing the American Thermo-W are Co. 
Silver Citv Glass Co. line in Colorado, W yoming, Montana, 
| Idaho and New Mexico. 





Frank V. Gentile has been named 
midwest representative for Gold- . 
stein-Gerson. He has been in this Having an anniversary? 
area for the past 10 years. Looking for new ideas? 
Thinking of modernization? 


No matter what your plans 
are for the coming year (and 
for years to come), you will 
find the annual JC-K Edi- 
torial Index an_ invaluable 
aid. If you want fresh slants 
on merchandising, or facts 
about the industry, you will 
find it rewarding to refer to 
it often. It starts on page 69, 
R. E. Guilbault Jack Hoffman in this issue. 





SERVING JEWELERS FOR OVER 35 YEARS! 


Now that Christmas is over— 
how was YOUR business? 


lf you are still loaded with merchandise that you expected to sell 
before Christmas—you have problems! 


How are you going to clear out this surplus inventory without dragging 
it out for months? How are you going to pay for this inventory without 
further draining your working capital? 


We, at Brill & Colmes, have the background and ‘know-how’ to 
conduct a special sales event for you that will solve these problems! We 
can reduce your inventory quickly and PROFITABLY—and raise more cash 
for you than you've seen in ages! 


Yes—we'll do all this without impairing the reputation of your store 
in the slightest! What's more, our type of sale will serve as a booster 
shot and will actually pep up you and your employees! 


We're more than sales promoters—we're businessmen! That's why so 
many jewelers call upon us year after year to conduct a healthy store- 
wide sale! 


We'll be glad to falk it over with you. 


No Obligation! Write — Wire or Phone Collect! 
All Inquiries Treated in Strictest Confidence! 


— & C= ia Ta , 


Auctioneers and Sales Specialists 
45 West 45th St., New York 36, N. Y. 
Member: Jewelers Board of Trade Phone: JUdson 6-2334 
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Manufacturers’ 


News 


of Products -+->- Promotions 





Displays, national advertising 

back new Croton promotion 
With the “What! 
niy $19.95," an amazed watchmake1 


+ 


sets the theme for the 1960 promotior 


exciamation ol 


of Croton’s waterproof “(ruiser”’ for 


and the ladies’ waterproof “Cat 

Both watches are shock-resis- 

tant and have unbreakable balance 
staff and mainspring. 

Included in the new line to be pro- 
moted is the “Golden Corsair.’”’ This 
model has 17 jewels, is waterproof, 
shock-resistant and anti-magnetic. 

Watches in the new Croton line wil! 
be backed by full-page national ad- 
vertising, point of purchase display 
material, newspaper mats and a bro- 
chure featuring all the new models. 

For further information. contact 
Croton Watch Co., Inc., 404 Park Ave. 
South, New York. 


sf ’ . 
Remembrance" pattern retired, 

offered at reduced prices 
After 13 years on the market. the 

“Remembrance” flatware pattern 


1& Rogers Bros. silverplate is being 


~ 


] 
7 
placed in the inactive category. Thi 
retirement wil] pe marked OY Severa 
promotional plans to help spark sales. 

l’'rom January 17 through February 
2% a “60 special” sale will be advey 


tised. This offers the 60-plece servi 
for eight for $60. An open 

rtment of most items will 
moted at 40 per cent off the regula) 


prices; juvenile sets will also be of 
fered with sizeable reductions in price 

As a final attraction, the 5-piece 
“Remembrance” tea and coffee service 
will be offered for $139.75. Regula 
price is $175. Merchandising aids fot 
this program include display cards, 
leaflets and selection of newspape1 
mats. 

For further details, contact your 
1847 Rogers Bros. wholesale distribu- 
tor or International Silver Co., Meri- 


den, © 
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"World's Fashion Fair'’ theme 
sparks Flex-let's 1960 styles 


A new line of men’s and women’s 
watch bands, men’s jewelry. “Allure” 
ladies’ jewelry, crosses and religious 
medals will be introduced by Flex-let 
for the spring selling season. 

Shown mapping out plans for the 
coming sales campaign are (left to 
right) Sy president . 
Advertising, Samson 


) . Y ag 
Rosen. of Sy 


Rosen Grell, 


Flex-let’s sales manager, and 

F. Sand, who, as the firm’s head « 
signer, is responsible for creating tl 
newly styled line. 

This year many of the new styles 
will be promoted under the theme of 
“Flex-let’s World’s Fashion Fair.” 
This, says the company, 1s because 
many of the motifs were inspired by 
vreat works of art and treasures of 
many lands. 

In keeping with this, the advertis- 
ing and merchandising 
will reflect the international! flavor of 
high fashion. 


Campalens 


Small fully dimensional letters 
are suited for display signs 


Hernard is offering a new line of 
mall but fully dimensional letters fo1 
ise in making up display signs. 

The new designs come in %” Cop- 
perplate and *%” Gothic Condensed 
styles. Both have %4” relief. Available 


with a sanded back, the letters are 


made of plastic ceramic composition. 

Samples will be sent on request. 
Contact Hernard Mfg. Co., Inc., 21 

Saw Mill River Rd., Yonkers, N. Y. 


New ultrasonics firm set to 
offer first model in January 


Paul M. Platzman, president of 
newly formed Ultrasonic Industries, 
Inc., has announced that his organiza- 
tion has acquired a temporary facility 
at 141 Albertson Ave., Albertson, 
L. I. N. Y. Sometime in 1960, the 
company plans to occupy a building 
to be constructed in the Engineer's 
Hill section of the Plainvi 
trial Park. 

Purpose of > new firm, Mr. 
Platzman says, is to bring the price 
of ultrasonic cleaners down to a lower 
level by merchandising 


and manufacturing techniques which 


employing 


have proved successful for such con- 
sumer goods as television sets, radios 
and electrical appliances. 

In January of this year, Ultra- 
sonic Industries will offer the “di- 
SONtegrator System Forty” 
This model comes in six decorator 
colors and is backed by a five-year 
service contract and a two-year parts 


sry 


cleaner. 


« ‘ " , ‘3 ; 
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Stone set jewelry, fraternal 
items shown in new catalogue 


A new 28-page catalogue has been 
mailed to all customers of B. David 
Co., manufacturers of stone set 
jewelry. 

Catalogue shows most of the style 
available in pins, earrings, 
necklaces and bracelets. The com 
pany’s line of fraternal jewelry 1s 
also illustrated. 

The first page of the book shows 
full color all 24 shades of stones that 
are offered by the firm. As new item 


are added to the line, insert pages 


, 


pendant _ 


e malied to jewelers who nave 


‘ } rc i . , _— 
received the catalogue. Newspape) 
mats are avaliaDie. 


Contact B. David Co.., 
‘inecinnatl, Ohio. 


DAYD Vine sf 


Fried, horological expert, 
writes new book on escapement 


For more than 20 years, Henry B. 
Fried has been teaching watchmaking 
to vocational school students. During 
this time he has received repeated re- 
quests to put his method of iInstruc- 
tion into book form. 

To answer these requests, he has 
written The Watch Escape ment, How 
to Analyze, How to Adiust. How to 
Repair, soon to be published by B. 
Jadow of New York. 

The book, which is illustrated with 





more than 140 line drawings, is 
divided into three main sections. The 
first shows how the escapement is 
drawn, and explains the purpose of 
each step. The second goes into the 
methods of analyzing malfunctions 
and how to adjust escapement for 
perfect operation. The last section 
of the 175-page book deals with ac- 
tual repair methods. 

Author Fried, who is Horological 
Consultant for JC-K, gives the book 
a “teacher’s touch” by providing a 
review section with more than 125 
test questions, plus 
quick and sure reference, the book 
features a scholarly index. This vol- 
ume is a must for any watchmaker 
who takes pride in his work. As one 
reviewer said, “After reading this 
book, you become confident that you 


answers. kor 


know the escapement.”’ 


Priced at $4.95. the book is avail 


able through your regular whole 


saier., 


Eterna promotion kit pushes 
“Golden Heart” for Valentine's 


Kicking off its 1960 sales 
program with a special jeweler pro 

tion package built 
uterna* Matic ladies’ 


oo. 


Eterna is 


around the 
Heat - 


“troldet 


Available in time for Valentine’s 
Day, the promotion kit contains SIX 


tems designed to generate sales, plus 


rf 
—h 


i: 


“Golden 
watches. Included in the kit are 
materials covering publicity, adve} 


tising 


° 


a group of six Heart” 


display, and cus 
Although intended for 
Valentine’s Day promotion, the items 
are designed for 


direct mail. 


? 


OIMer Service, 
adaptation _ ts 
Mother’s Day and birthday selling. 
Eterna Watch Co. Oo! 
ii Fifth Ave., New 


Contact 


Brochure describes metals line 
from Texas Instruments, Inc. 


Ine.. has issued 


7 ie ’ 
procnure, Gen- 


Texas Instruments, 
a revised edition of its 

al Plate Product 

Booklet describes many products in 
the firm’s line, including solid and 
clad base metals, solid and clad pre- 
clous metals, and the company’s in- 
dustrial metals group. Some of these 
industrial metals appear for the first 
time in this revision. 

Contact Texas Instruments, Ince.., 
Metals & Controls Division, 34 Forest 
St.. Attleboro, Mass. 


New themes featured in gift 
wrappings from Tie-Tie 


Tie-Tie is offering several new gift 
wrapping designs for 1960. 

The “Bag and Baggage” pattern is 
the latest in the company’s “bon voy- 
age” theme. It features a colorful 
group of suitcases, trunks and other 
items of luggage. 

Among the other new designs of- 
fered are the early American “Pioneer 
Print” and “The Best Years,” which 
names and illustrates the proper gift 
for each wedding anniversary. 

All are cellophane- 
wrapped two-sheet Retail 


available in 
packages. 
price is 25¢. 

Contact Tie-Tie Gift 
Chicago Printed String Co., 
gan Blvd., Chicago. 


W rappings, 
2300 Lo- 


Marking of jewelry simplified 
by use of electrolytic process 


sy using its new electrolytic equip- 

, Electromark Corp., claims that 

jeweler can add his name, cus 

tomer’s name, or any other markings 

to silverware, custom jewelry and re 
ated items. 

The process involves use of a powel 
supply unit, marking pads, stencils, 
and electrolyte. In many applications, 
the stencils can be prepared on any 


standard typewriter. According to 


Electromark, one of the greatest ad- 
vantages of this method is that it 
requires no skill on the part of the 
operator. 

For further information, contact 
Electromark Corp., 2093 E. 19th St., 
Cleveland. 


Forstner to push new products, 
sees "Super Sales for Sixty” 


Convinced that the first six months 
of 1960 can be developed into a solid 
selling period, Forstner has embarked 
on a “Super Sales for Sixty” cam- 
paign. 

Among items that will be intro- 
duced to stimulate sales are new 
graduation novelties, ‘‘Portrait’’ 
photo-charms, bracelets, lapel pins 
and ladies’ watchbands. 

Free window and counter displays 
will be offered to jewelers who take 
part in the “Super Sales” activity. 


New mill will handle 60 million 
pounds annually, Mirro says 


Mirro Aluminum Co. has opened a 
new $12 million rolling mill which it 
says will enable the company to bet- 
ter serve its customers and expand 
sales volume. 

Located in the outskirts of Mani- 
towoc, Wis., the mill occupies an 
area of 238,818 square feet and has 
an estimated capacity of 60 mullion 
pounds annually. 

Metal production in the mill will 
range from heavy-gauge aluminum 
sheet to household foil. 


Freed offers new 50-piece 
Valentine's Day display kit 

New colors, slogans and units are 
the ingredients of the 50-piece Val- 
entine’s Day window display unit now 
being offered by Freed. 

Included in the kit are three win- 
dow streamers, nine window strips, 
six 14-inch die-cut hearts, six pen- 
nants and 26 three-inch hearts. 

Wholesale price is $3.50. Since sup- 
ply is limited, the company urges 
that orders be placed soon. 

Contact Edwin Freed, Inc., 150 W. 
46th St., New York. 


New slide chart tells precious 
metals plating cost at a glance 


The cost of precious metals plating 
per unit area to specified thickness 
ean be seen at a glance with the new 
precious metals data chart from Sel- 
tex. 

The device operates somewhat like 
a slide rule—an indicator is set to 
the price paid per troy ounce or 
gram, and another pointer shows the 
cost of plating gold, platinum, rho- 
dium, silver and various other pre- 
cious metals formulations. 

It is reported that users of precious 
metals plating can save many hours 
of calculation by using the device, 
and at the same time minimize the 
possibility of expensive errors in cost 
estimation. 

Contact 
N. J. 


Sel-Rex Corp., Nutley, 





Light, motion featured in new 
“Star-Lite" display from J-B 


The new “Star-Lite” motion dis- 
play from Jacoby-Bender shows four 


men’s and four women’s watch bands, 
and can be used either in windows or 
on the counter. 

Display unit combines light and 
motion, and can be suspended in mid- 
air. 

“Star-Lite” is free with the pur- 
chase of the LM-26 assortment of 26 
watch bands (8 on display and two 
presentation trays holding nine bands 
each). Jeweler’s cost, $86.20; retail 
value, $194.25 FTI. 


Contact your J-B wholesaler. 


“Personalizing while you wait" 
offered by imprinting machine 


For printing the customer’s name 
and address on stationery, and mono- 
gramming gift items such as cocktail 
napkins and matchbook covers, Kings- 
ley Machine Co. has designed a new 
“Multi-Line” imprinting machine. 

The machine is equipped with an 
adjustable foil feed that permits 
quick changes for different orders o1 
special effects. 

One of the greatest advantages of 
this machine, says Kingsley, is that 
the personalizing can be done while 
the customer waits. 

Contact Kingsley Machine Co., 850 
Cahuenga Blvd., Hollywood, Calif. 


Catalogue features new line 
of Telectro tape recorders 


A full-color catalogue of the new 
line of Telectro tape recorders is now 
available to dealers. 

Featured are the model 400 and 
other stereophonic recorders in the 
“Trophy” series; three models in the 
“Trendsetter” series are shown. Var- 
ious Telectro accessories and stereo 
tapes are also described. 

Prices range from $79.95 to $289.95. 

Contact Telectronsonic Corp., 35-18 
37th St., Long Island City, N. Y. 
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Eversharp bolsters ballpoint 
line by adding six new models 


Eversharp has expanded its ball- 
point pen line by the addition of three 
new models of a utility pen plus three 
newly styled pens for women. 

All three utility models are plastic, 
and are priced at 39¢, 45¢ and 49¢. 

The new ladies’ pens are the 
“Teena” ($1.29), the “Gamin” ($1.95) 
and the “Tiara” ($2.95). The latter 


two are compact models designed for 
carrying in purses or small pockets. 

A revolving merchandiser is being 
offered with the new group of femi- 
nine pens. 


GE-Telechron to lower prices 
to push post-Christmas sales 


To stimulate after-Christmas sales, 
General Electric-Telechron is intro- 
ducing new dials, colors and prices to 
its clock line. 

The “Little Snooz-Alarm” is now 
encased in beige, and is illuminated 
by a tiny bulb that lights a large disc 
in the center of the dial. Suggested 
retail for this item is $7.98. 

Two other models that are being 
specially priced are the “Kitchen- 
Mate” and “Starter,” each $4.99. 

New low prices begin December 26. 
After March 1, regular pricing will 
eo into effect. 


New test designed to assist 
in personnel administration 


For the jeweler who desires scien- 
tific guidance in hiring, placing and 
promoting personnel, Aptitests is of- 
fering a new “General Mental Abil- 
ity” test. 

The test takes a relatively short 
time to administer, and is part of a 
complete series designed to measure 


intelligence, personality traits and 
specific job aptitudes and abilities. 

Using the scoring devices and in- 
structions that are furnished, it Is 
claimed that anyone can quickly and 
easily score and interpret the results 
of the test. 

Contact Aptitests, 51 5. 
Ave., Indiana, Penna. 


Carpenter 


Anson offers display piece for 
“Twin-Lock" key protectors 


A free two-color display is being 
offered to show Anson’s new $1.95 


“Twin-Lock” key protectors. Un 
suitable for use as a counter or show 
window display. 

Available in 
consisting of two 
protectors in plain satin finish (12 
rhodium and 12 gold plate). Total! 
retail value is $46...0. 

Contact your Anson distributor. 


Anson unit 17/60K, 


agozen hoxed Key 


Re-use of cardboard cartons 
simplified by aluminum tool 








“Carton-Sizer,” a new aluminum 
tool by Markay Products, makes pos- 
ible the re-use of odd 31ze cartons by 
coring box walls at depth desired so 


sides ean be folded to prope! 217e. 


Handle is of shaped plastic. Depth 
of scoring is controlled DY adjustable 
depth gauge with set screw. Price of 
this tool is $7.95. 

Contact Markay Products, 18 E. 
lith St., Kansas City, Mo. 


"Look and listen" is theme of 
sunglasses with built-in radio 
R. G. Burton Co. is now marketing 
sunglasses with a small radio built in 
the temples. | 
Although all the frames come with 
standard dark glass, the wearer can 





easily have this removed if he wishes 
to insert his own personal prescrip- 
tion glass. 

Contact R. G. Burton Co., 2012 
Bagley Ave., Los Angeles. 
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New catalogue from Rehberger 
shows trophies, cups, plaques 
The full line of “REH-craft” tro- 
plaques, cups and new adver- 
tising specialties is shown in the 1960 
A. C. Rehberger 


phies, 


catalogue issued by 
Co. 


the 52- 


Illustrated in two colors, 
page catalogue gives specifications, 
colors and prices available. A special 
section is devoted to the company’s 
line of good-will builders, incentive 
awards and custom made miniature 
replicas of products, trademarks and 
buildings for business and industry. 

Contact A. C. Rehberger Co., 2134 
N. Magnolia Ave., Chicago. 


New belt buckle can be fitted 
with fraternal emblems, initials 

A new belt buckle (979142) from 
North & Judd is designed to be fitted 
with any initial or insignia 
desired. 

The buckle features a_ half-inch 
square indentation on the face. In- 
itials, which are separately furnished, 


otner 


‘an be applied with a special adhesive 


with which they are backed. This in- 
dentation can be fitted with any other 
design that is properly tailored and 
applied. Buckles are said to be ideal 
for use as dance favors by fraterni- 
ties and sororities. 

Contact North & Judd Mfg. Co., 
New Britain, Conn. 


Schulz celebrates 50 years of 
making presentation watches 


The end of 1959 marked the com- 
pletion of Schulz Watches’ 50th year 
of creating presentation 
watches. 

In the firm’s quarters in New York 
is a tool and die room equipped with 
modern Swiss and American ma- 
chines, a jewelry section for produc- 
tion in gold and platinum, and a 
technical watch department. 

The Schulz Co. says that it invites 
inquiries for the creation of pre- 
sentation watches. 

Contact Schulz Watches, 304 E. 
15th St., New York. 


special 


Sel-Rex has new booklet on 
decorative gold plating 


Sel-Rex has released a new seven- 
page technical booklet covering met- 
allurgical properties and applications 
for its “Karatclad” gold plating 
formulations. 

Essentially a technical expesition, 
the book features a section on “Kar- 
atclad” colors, precise color control 
methods, color measurement, and 
light sources and their effects. Also 
included is information on picking 
out and maintaining a customer-pre- 
ferred shade. 

Contact Sel-Rex 


N. J. 


Corp., Nutley, 





‘Thave 42,000 


cycles working for me” 


reports Stanley Jewelers, New York 21, N. Y. 


“She came in for a watch repair, 


stayed to have a ring cleaned, didn’t 


leave ‘til she bought a charm bracelet. 
That’s how my HERMES SONIC 
JEWELRY CLEANER works for me. 


Customers are impressed, seeing it in 


action.” 


...and what a cleaning action! 


%& Out performs all others 


%& Largest ultrasonic cleaning surface 


¥% (Clocksize cleaning jar 


¥%& Requires no special solutions 


%& No connecting cables 


FREE TRIAL...ask your 
Hermes representative 
or your wholesaler, or 
use the handy coupon. 


SONIC 


CORPORATION 





HERMES SONIC CORPORATION 


Name 
Address 
City Zone State 


13-19 University Place, New York 3, N. Y. 
Gentlemen: | want to test the new HERMES SONIC 


Clocksize Machine in my store, without obligation. 


Clocksize Machine 
#1060... $225. 
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SPECIAL TOOLS 
FOR 

WATERPROOF a 
CASES 


Eighth ina series, telling. “All @® TOOLS FOR WATERPROOF CASES are those which 


open and close the case, vises to hold the case and 


About Waterproof Watches.” assorted tools to insert crystals. 


. ‘ : ‘ This writer has a collection of more than 40 
Besides tools, this article dis- different waterproof case wrenches, each of which 
cusses how to replace crystals was expressly made for a particular type of case. 

Nevertheless, and despite their orderly arrange- 

and how to close waterproof ment, considerable fumbling accompanies every 
. — a search for the right wrench. And sometimes after 

case backs without injuring the all the trials, none of this collection will fit, so an 
adjustable wrench must be used. The average 

watchmaker certainly should have a good, sturdy 


the 


Figure 51. Four types of case backs: radial Figure 52. Always hold the case in a case 
grooved, spanner-hole, serrated and faceted. block, which in turn is held in a bench vise. 
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adjustable waterproof wrench and a case vise. 
Before attempting to open any waterproof 
case, remember two things: (1) determine the 
method by which the case comes apart; (2) al- 
ways clean the case before opening it. Verdigris, 
rust, sand and dirt often cling to the case back, 
edges and grooves. When the case is loosened, 
this foreign matter may fall into the movement, 
causing trouble later. A brass brush used on stain- 
less steel cases will effectively loosen any dirt. 
Continue to clean the case until the dial is ex- 


posed. 








Wrenches and Vises 

Waterproof case wrenches that fit poorly only 
scratch and mar the case. They often slip, cut- 
ting the watchmakers’ fingers. Use the wrench 
made expressly for the case. If an adjustable 
wrench is used, the jaws should be interchange- Figure 54. The correct position for a three-pronged 
(black semi-circles) wrench on a case with eight divi- 


able to fit (Figure 51) either a case back with 
sions. Use as many prongs as your wrench will allovv. 


radial notches (A), a spanner-hole type of case 
(B), a serrated case back as used by Rolex (C) 
or a faceted, flanged case back (D). Use a solidly 
built wrench that will not buckle or give way 
under stress. When the correct type of wrench 
studs have been fitted, the wrench should be ad- 
justed until each stud grips its slot or flange so 
well that the watch can be held by the lifted 
wrench. Do not attempt to open a screwback 
case with only two prongs when the wrench and 
the case can accommodate three or four prongs. 
It is always important to use a case block or 
vise (Figure 52). Many watchmakers make the 
mistake of trying to unscrew the case back by 
holding the case in one hand while operating the 
wrench in the other. This is substituting strength 
for skill. It often results in a slipped wrench, a 
scratched case and a watchmaker’s injured hand. 


Figure 55. The Bergeon adjustable wrench 
with case clamp has a complete assort- 
ment of prongs to fit almost all cases. 


Figure 53. A sturdy adjustable waterproof Figure 56. A special press and holder made to fit a 
watch case wrench with interchangeable prongs. serrated case back as well as to service all other types. 
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Furthermore, it robs the watchmaker of the 
needed use of both hands. With the case secure 
in a case block or vise, both hands can be used to 
manipulate the wrench with complete control and 
safety. 

When a snap back case must be opened, use a 
knife blade of the proper strength and wedge, 
after making certain that the case back comes 
off with that instrument. The blade should not 
be so sharp that it can cut wood. Rather, for 
safety’s sake, it should be a bit dull but fine 
enough to permit an initial entry into the knife 
slot. Use the knife as a wedge rather than as a 
lever. Otherwise the case may become marked 
and burred. Also, hold the case firmly so that, 
when the knife does part the case, you can control 
the blade. It must not enter the case so far it 
damages the gasket or the movement. 

One type of sturdy, adjustable case wrench 
(Figure 53) has three jaws. The forward two 
are adjusted by a lead screw, which moves them 
closer together or farther apart. The knurled 
handle advances the single prong so that this can 
be used when the case back has three (or multi- 
ples of three) holes, flanges or slots. If the case 
back has four (or multiples of four) spots, the 
watchmaker should not use an open-end spanner, 
or any other wrench with but two prongs. The 
watchmaker should use a wrench with as many 
gripping surfaces as possible. If the case has 
eight spots and the wrench has only three, the 
wrench should be adjusted so that the prongs (at 
arrow) assume the position shown (Figure 54). 
In this manner, the prongs will be less likely to 
nick the sides of the case or slip. 

Another popular make of adjustable wrench 
(Bergeon) uses a number of squared, radial holes 
cut into the wrench frame (Figure 55). Set 
screws above accommodate various types of 
prongs to fit different case types, regardless of 
their wrench spot combinations. A case block- 
vise comes with the assortment. To use this, the 
wrench spots of the case are counted and a chart 
on the wrench box is checked for the prong hole 
numbers. For example, if the case should have 
12 flanges, either four or three prongs may be 
used. The squared holes are numbered for such 
a reference. The prongs are advanced until they 
meet their exact place on the case and the set 
screw, which locks the prong in place, is secured. 
The extending handles permit even the tightest 
case to be loosened. 

For cases such as the coin-edged backs on Rolex 
watches, special wrenches are a “must.”’ The ser- 
rations are put on a curved, slanting surface 
(Figure 51-C). These cases, furthermore, are 
very securely fastened. A wrench with only three 
or four prongs, no matter how well it fit, would 
only result in badly scratching the case and mak- 
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ing further efforts progressively less successful. 
Even when a special wrench is bought and ap- 
plied, enough downward pressure cannot be ex- 
erted to prevent the wrench from slipping. For 
this type of watchcase, a special wrench combina- 
tion (Figure 56) is used. It consists of a frame 
and a case vise. The case is secured in the vise 
at the base of the tool. One of a number of ser- 
‘ated rings (shown to the right) is then placed 
in the cup of the upper press. This is screwed 
until it fits and comes to bear on the case back. 
The cross bar is then twisted to loosen the case 
back. 

This same tool can be used with other cases. 
There is an attachment that allows the upper 
piece to hold a wrench (that shown in Figure 
52). The frame supplies firm, downward pres- 
sure while the wrench grips the case back. This 
tool can also be used either to loosen or to tighten 
the push-out type of waterproof case. 


Replacing Crystals 

Some waterproof crystals need no special tools, 
but the crystal for the one-piece watch requires 
constricting pliers. The idea of the constricting 
pliers has been adapted by a tool-set. An assort- 
ment of split rings is designed to fit any diameter 
crystal whose edge extends above the bezel. The 
ring fits over this edge and its two prongs are 
grasped in the pliers. Squeezing the pliers con- 
stricts the crystal and loosens it. In this manner, 
a crystal can be replaced or the hands can be 
adjusted without taking the entire case apart. 

Some crystals for waterproof cases are merely 
flat discs with bevelled edges. To insert these in 
their bezels, regular cupping blocks and recep- 
tacles are used. However, some experienced 
watchmakers perform the same operation by 
placing the crystal into a deep open tray of 
warmed sand, similar to the type opticians use 
to soften plastic frames before inserting lenses. 
In this procedure, the crystal is softened by the 
warmed sand and can then be cupped by hand 
and fitted into the bezel. When the crystal cools, 
its “memory” attempts to have it assume its 
original flat shape. Thus it exerts pressure 
against the smaller bezel, providing an efficient 
moisture seal. The sand tray is electrically heated. 
A light bulb in a chamber below can supply the 
heat necessary to make the plastic crystal pli- 
able. Although I have seen watchmakers perform 
the same job by holding the plastic crystal over 
an alcohol lamp flame, this heat is too high, and 
the judgment factor is too critical, for consist- 
ently good results. Incidentally, plastic crystals, 
if heated sufficiently, will burn rather slowly yet 
do not discolor or lose transparency. 

In order for a bezel-fitting crystal to maintain 
a perfect seal against moisture, its edge must be 
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absolutely free from scratches, burrs or nicks. If, 
in fitting a waterproof crystal, you get it only 
partially in so that part of its edge is not seated 
in the bezel, that crystal should be discarded. It 
is no longer waterproof, no matter how slight the 
error might have been. 

Do not use ordinary plastic crystal stock for 
insertion in waterproof watches. These are gen- 
erally too thin to withstand the extra pressure 
needed to provide sealing qualities. 


Closing a Waterproof Case 


When the repairs to the watch have been com- 
pleted and you wish to close the case, make cer- 
tain that case and crystal are perfectly clean. The 
threads inside the case must be clean and clear. 
Many watch importers do not recommend that 
you lubricate the threads, although one big com- 
pany places molybdenum disulphide grease on 
the threads to make twisting easier. Examine the 
gasket minutely to determine whether it will give 
an active seal. If the gasket is frayed, compressed 
or stretched, replace it. Don’t lubricate the bottom 
of the gasket. A very light smear of lubricant on 
the top of the gasket, however, will allow the case 
cover to glide over it rather than to grab and 
tear it. 


When screwing down the cover, it is permis- 
sible to start the threads by hand; but the final 
job should be done while the case is held securely 


in the case block and vise and the cover is in a 
well-fitting wrench. The cover should not be 


tightened down “dead.” Instead, it should be 


tightened until the watchmaker, in turning his 
wrench, can feel that the gasket is tight enough 
(with a little reserve tightening left) to compress 
the gasket and provide a seal. In this manner, 
should the case need to be opened to regulate 
the watch, the gasket still can be used. Experi- 
enced watchmakers working for companies which 
use lead gaskets almost exclusively have devel- 
oped this feel. 

Some watchmakers heat the case before closing 
it. They believe that this will create a partial 
vacuum when the watch is closed. This is un- 
desirable. There then will be a greater pressure 
on the outside of the case than on the inside. 
Should the watch be immersed, the added water 
pressure might force an entry. 

Other watchmakers place the cased watch over 
a hot plate to see whether condensation develops. 
This is useful only if there is water already in 
the watch. It has no value except after a water 
immersion test has proved the case to be faulty. 
In this instance, if condensation forms under the 
crystal as a result of the hot plate, the watch- 
maker will know that he must remove the move- 
ment and service it. i 


Next month—-condensation. 





BOOKS 


GEM TESTING. By B. W. Anderson, B. Se., F.G.A. 93 
illustrations, 324 pp. Emerson Books, Inc., New York 
1959. $11.50 from Book Department. JC-K. 





“Gem Testing” is the perfect title, for the two 
words are a literal summary of Mr. Anderson’s 
text. In this revision of his first American edition, 
Mr. Anderson avoids the temptation to expound 
upon the history of gems, to insert anecdotes or 
to describe the location of deposits and their 
yields. Instead, he limits himself to the principles 
of testing and their application. He does it con- 
cisely but readably, for both the novice and the 
gemologist. 

This second edition is still of interest to those 
who possess his earlier book, because he considers 
recent developments such as the new synthetic 
gems. He discusses how to identify man-made 
stones, and photographs show the differences be- 
tween their structure and that of natural stones. 

Mr. Anderson explains the “immersion con- 
tact’? method, using film and photographing the 
stones in question through a solution of the 
proper density. 

The author has revised parts of the text. The 
chapter on the spectroscope, for instance, has 
been rewritten and newly illustrated for greater 
clarity. 

One of the most intriguing chapters is saved 
for last—the one on fluorescence as an identifica- 
tion aid. Mr. Anderson sets forth the principles 
of fluorescence and crossed fluorescence (viewing 
a stone in a filtering solution through a filter), 
and describes the effects with anything from a 
synthetic sapphire of the “alexandrite” type to 
an authentic black pear]. He includes instructions 
for the better equipped gemologist who has a 
short-wave lamp or an X-ray machine. 

The first section of the book deals with methods 
of detection. The second part investigates each 
gem individually according to color. This system, 
Mr. Anderson says, “will be denounced by purists 
as unscientific and undesirable,” but he adopted 
this system, he says, for the jeweler’s conven- 
lence. 

A concise table containing each gem is a valu- 
able part of the appendix, along with the glos- 
sary, book list, list of recommended suppliers, 
specific gravity table and refractive index table. 

Mr. Anderson’s Gem Testing is cleanly organ- 
ized even through the appendix. It is both a good 
reference book for the experienced and a clear 
textbook for the learner. 





WORKSHOP 


QUESTIONS 
and ANSWERS 


DANGEROUS DIALS ?—There 
is some doubt in the mind of a 
few of my customers about 
whether wearing a luminous 
dial watch could be harmful. 
This scare is the result of ar- 
ticles on this subject which ap- 
peared some time ago in MNa- 
tional publications.—The Watch 
Clinic, Santa Monica, Calif. 

Answer: The fuss about ra- 
dium dials has been much over- 
played. This is the result of a 
carelessly framed remark that 
certain types of radio-activity 
were no more harmful than that 
from a radium dial watch. Re- 
cent lecturers and demonstrators 
of the A.E.C. have definitely 
stated that radium dials of the 
ordinary variety are not danger- 
ous. I know of many people who 
have worn such watches since 
1920. Many are now grandpar- 
ents of fine children. 

The phosphorescent material 
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in radium dials is mainly zinc 
sulphide (ZnS). This does not 
become luminous unless acted 
upon by some substance. In most 
radium dials the substance (in 
very small quantities) is radium 
salt. In the small quantities 
used, this is a negligible risk. 
When Strontium 90 was used, it 
was declared dangerous and the 
U. S. Government forbade its 
use. Skindivers who use very 
heavy radium dials do run some 
risk if the watch is worn con- 
stantly. The actual amount of 
radium salts used with the zinc 
sulphide is very small, especially 
if the dial has only dot markers 
(as most dials do today). Ac- 
tually, the ordinary radium dial 
alarm clock kept next to the bed 
has more radium on one dot 
marker than several radium 
dial watches. 
°K oe * 

WANTS TO JOIN—I was told 
to contact you about joining the 
new American Watchmakers In- 
stitute. Could you tell me some- 
thing about this organization? 
What are the dues, and where 
do I send my applications should 
I want to join?—Frederick Ent- 
mann, Flushing, L. I., N. Y. 

>v all means join. 
This organization is the amalga- 
mation of the two existing na- 
tional associations, The Horo- 
logical Institute of America and 
the United Horological Associ- 
ation of America. The H.I.A., 
the older of the two, was founded 
by the National Research Coun- 
cil back in 1920 at the request 
of the U. S. Government. It had 
offices in Washington, and did 
fine work in certifying watch- 
makers, training them, aiding 
civic, state and national agen- 
cies in setting up educational! 
programs, and helping the vari- 
ous local associations in advance- 
ment in their work. It also aided 
horological schools. However, 
because of its eastern location, 
it never effectively reached the 
western areas. As a result, the 
United Horological Association 
came into being in the early 


Answer: 


1930’s, with headquarters in 
Denver. There it performed a 
parallel task, with good results. 
However, there was much dupli- 
cation of effort and a dissipation 
of good technical and executive 
efforts, and the industry itself 
was often at odds as to which 
association deserved its single 
support. Therefore, it was only 
natural for the two organiza- 
tions to come together and be- 
come one new organization, util- 
izing the best parts of each. The 
result is a new American Watch- 
makers Institute, with a single 
purpose and single expense to 
the watchmaking industry—and 
to the individual watchmaker 
who will now reap the benefit 
of a unified group utilizing some 
of the very best technical and 
executive brains available in this 
country. At present, the regional 
offices of both are accepting ap- 
plications for charter member- 
ships. Dues are ten dollars 
vearly (no initiation fee for 
charter members). Send your 
check to Harold Calvert, 15 East 
Washington Street, Room 912, 
Indianapolis 4, Ind. 

x x *“ 
COLLECTIONS AND OSCILLOSCOPES 
—Where may I obtain a loan of 
the J. W. Packard Collection of 
Complicated Watches to exhibit 
at our next state convention? 
Also, do you have any informa- 
tion on the use of the oscillo- 
scope on watches?—R. F. 
Schramm, Houston, Texas. 

Answer: The Packard watch 
collection is the property of the 
Horological Institute of Amer- 
ica, and is currently on loan to 
the Chicago Science Museum. It 
seldom removed from 
this central place of display. 
However, a 42-page booklet pre- 
pared by this writer shows 
views of each watch, 
complete detailed description. 
The booklet sells for $1.50 and 
is obtainable from the Horolog- 
ican Institute of America, 912 
State Life Bldg., Indianapolis 
4, Ind. Information on the use 
of the oscilloscope has not been 
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The VALUE of anything you buy | 
can be measured only by the return 
on your investment. In bench 
equipment, that means — 


(1) Operating advantages 
(2) Economical maintenance 
(3) Long life 
BE SURE! ... BUY THE 
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BY AMERICANS 
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American Time Products, Inc. 


580 Fifth Avenue, New York 36, N. Y. 

Gentlemen, — Without obligation, please arrange a 
demonstration of the following at our bench. 
[ Tape or [}) Drum WatchMaster [) Ultrasonic Cleaner. 
Name 
Store 


Address 


City 
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NEW! NEWALL 
FOILBACK 
ASSORTMENT 


Foil Back Stones 
aross AM C stones, 


z te 5.4 mm sizes, 

bottle cabinet _. $2.50 

No. 419—one gross round colored 
A MC stones, | to 5.44 mm 
zes $2.50 


No. 42|—combines the No. 417 
in a 24 bottle cabinet 


$4.25 


round Aurora 
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No. 423— 
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GREAT IMPROVEMENT FOR FITTING 
REGULAR & TENSION RING CRYSTALS 


“AND CABINET 


Write for details 


JULES BOREL & CO. 


1110 Grand Ave., Kansas City, Mo. 




















SINCE 1877 


BOWMAN 
TECHNICAL SCHOOL 


Courses in Watchmaking, 
Engraving, Jewelry Repairing 
You con enter anytime. 
INDIVIDUAL INSTRUCTION 


Our graduates pass H.1.A. and state exomina- 


tions and are in greet demand. 
Send for free Catalogue 


"Your Futere & Our Scheol"’ Bowman Bidg., Lancaster, Pa. 
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published in American trade 
journals. However, the Greiner 
Corp., of Stamford, Conn., sells 
such an instrument with litera- 
ture that explains its use. 
TOWER CLOCK — Please for- 
ward the name and address of 
anyone who will electrify a tower 
clock.—S. W. Boyd, Jeweler, In- 
diana, Pa. 

Answer: Write to Mr. Lamm 
of the Howard Clock Sales and 
Service Co., 132 W. Broadway, 
New York. 

* * °K 
DRILLING MARBLE—TI am in- 
terested in making a few drills 
to cut marble and similar hard 
stone. The holes must be cut 
quickly. I am thinking of mak- 
ing a diamond grit drill. How 
should I fasten the diamond grit 
to the stone? — C. E. Olson, 
Butte, Mont. 

Answer: You will cut through 
marble just as fast if you use 
a carboloy drill such as masons 
use on concrete. These are ob- 
tainable from building supply 
houses. Diamond drills for this 
purpose will not cut as quickly 
because the diamond that you 
will use is too fine. Diamond 
chips are actually brazed into 
the drill bit form with brazing 
or welding material melted over 
the chunks of small diamonds. 
The heat may discolor, but will 
not affect the diamond’s hard- 
ness. Carboloy or tungsten car- 
bide drills for masonry have 
small cutting lips of this mate- 
rial brazed into drill-ends or 
high carbon steel rods. 

” x % 

SEA CLOCK—We have a clock 
with sea chimes that should 
strike 2-4-6-8. The clock runs 
all right, but the chimes are off. 
To whom can we send this for 
repairs? —W. H. Siegel, To- 
wanda, Pa. 

Answer: You can send your 
ship’s clock to M. Low, Inc. of 
44 Fulton Street, New York, 
who make a specialty of ships 
clocks and nautical instruments. 


* * * 


AGE OF CLOCK—We are seek- 


ing information on age and value 
of an old Waterbury clock. This is 
an upright clock 26”x1514” with 
30-hour, two-weight movement. 
It has an hour strike, and a bird 
and burl rose decal on lower 
glass. — Ackerman’s Jewelers, 
Marysville, Kansas. 

Answer: From your sketch it 
is easy to see that you have an 
“O.G.” clock. These were made 
by the Waterbury Clock Com- 
pany between 1857 and 1875. 
They are still to be had in clock 
shops, and are not yet con- 
sidered very rare, although I 
predict that they will be within 
a few years. We do not give a 
money value to these items. 
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Please address all questions to Henry 
B. Fri d. Ho rolog pcal Consultant, 
JEWELERS’ CIRCULAR - KEYSTONE, 100 
E. 42nd St., New York 17. Readers 
who wish arn air mailed reply should 
enclose a self-addressed app) opriate ly 
Please do not send 
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WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 
Students may enrol! at any time of the year 








ACON@ 


THE ig sare CROWN 


ACON watcu crown co. [> 


an Siividne St., New York 2, N.Y. 

anufocturers of Gold Fill 

Complete fine including prom Somes 
Sold through Wholesalers & Jobbers 


HOROLUBE 9-C 


A LOW-COST 
QUALITY LUBRICANT 
FOR CLOCKS 


AT WHOLESALERS OR DIRECT 
2 ot. Bottle $2.25 * Send for Details 








THE HOROLOVAR CO. BRONXVILLE, N.Y S&S 








We repair all types of cases, cehrone- 
graphs and stainiess, and make eoll 
springs for cases. We also sell used re- 
piacement movements. 


Write for Information 


BECKER-HECKMAN COMPANY 
29 East Madison Street Chicago 2, Illinois 
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Vibrograf is a product of The Universal Escapement 
Ltd., La Chaux-de-Fonds, Switzerland, manufacturers 
of the world-famous incabloc 


City 


., i 


The VS-390 


vibrograf 


The world’s 
most advanced 
watch and 
clock timing 
machine. Cer- 
tified the most 
accurate pre- 
cision instru- 
mentin its field 


r 


The simplest, fastest and most economical machine to operate 
The most versatile microphone for every application 
The one machine with unfailing accuracy under all conditions 


Vibrograf is used in the finest schools of watchmaking and 
used as an example in the great textbooks of horology 


Eight out of ten watches you repair or sell were made and timed on Vibrograf 
Nation-wide sales and service—unconditionally guaranteed 


Mail this coupon today 


Vibrograf Corporation, 730 Fifth Avenue, New York 19, N. Y. 
[] Arrange a demonstration at my work bench [_] Please send additional information 


NAME —— 





ADDRESS—— 
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CLASSIFIED ADS 


RATES AND REGULATIONS A 
Remittance in Advance 


“SITUATION WANTED’—Regular type $2.00 first 25 words; addi- 
tional words, 10 cents per word. Heavy type $7.00; addi- 
tional words 25 cents per word. 


“HELP WANTED”—"LINES WANTED” —and “SIDE LINES’—Regular type $4.00 


first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 


25 cents per 
word. 
ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


to classi- 


Advertising matter addressed 
fied advertisers will not be delivered. 
Classified ad form 10th of the 
month preceding date of issue. 

{ box number when used in ad counts 
words, that is, “Address 213, 


of J C-K.” 


e Name. Address. Initials and Abbrevia- . 


Lions count as words 


closes 


e If answers are to be forwarded. 20 cents 


extra to cover postage must be enclosed. 


No Agency ( 


as five 


are 


OMMIssion C 


care of Jewelers’ 
ads, do not enclose 


Box Numbers address envelope “Box —,” 
ular-Keystone, unless otherwise instructed. In answering 


answering 


letters of recommendations. 
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JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 





SALESMAN; vears of experience; 
finest contacts, seeks association 
with top watch, jewelry or diamond 
firm: traveled nationally: prefer 
Eastern States; address, “537,” care 


of JC-k. 








Situations Wanted 


SALESMAN: interested selling watch 
and or attachments to im- 
porters and manufacturers of RETAIL DIAMOND SP 
good background in field: ible experience bett 


“539.” care of JC-k. 
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Lines Wanted 


Viet. 
areas. 


**} 
. 


established in 
New York and surrounding 
seeks substantial line: address, 


5563.” care of JC-K. 


well 


SALESMAN, now calling on wholesale 


and jobbing trade, wants lines for 
Chicago & Midwest territory: ad- 
dress, “Box 360.” 360 N. Michigan 
Ave.. Chicago, Ul. 
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hnolesalers exclusive! 
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COMPLETE CANADIAN wholesale and 
jobber coverage; former American 
jewelry manufacturer’s representa- 
tive now residing in Canada desires 
to secure lines for Canadian market: 
contact DAVID LISTER, 157 King 


st. E.. Toronto. Ontario. 


MANUFACTURERS REPRESENT A- 
TIVE; 14 years Calif., Nevada. Ari- 
zona, New Mexico: selling direct to 
retail jewelers; desires adding short. 
compact line unusual mountings or 
line kindred to present ring line; 
address, “G, 5514. care of JC-K. 


ATTENTION MANUFACTURERS: are 
you looking for concentrated cover- 
age for Ohio, Indiana, Kentucky. 
W. Virginia, Michigan? 3 proven 
salesmen want good small side line 
to carry with present established line 
to the retail jeweler: have entree 
and prestige with over 1500 ac- 
counts; address, “J, 5567." care 


of JC-k, 


LP} 


ACE TRAVELING REPRESENTA. 
TIVE; 30 years selling in Eastern 
States; New York to Michigan: de- 
sires strong jewelry lines: gold, 
platinum, diamond connections, 
watch and emblem lines; has strong 
connections with jobbers. discount. 
credit, large retailers, department 
stores; you cannot fail with this 
business builder; commission basis: 


address, “I, 5492.” care of JC-K. 
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Side Lines 


ORIGINAL LINE of religious jewelry; 
fast moving, profitable; liberal com- 
mission; states of Illinois and Wis- 
consin; address, Box 359, JC-k, 


Chicago, Ill. 
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SALESMEN for Midwest and West 
Coast territories; new exciting item 
of gold jewelry; one trav sideline: 
perfect for man with established 
ring line: must have extensive con- 
tacts with jobbers and chains: ad- 
dress, “L, 5536,” care of JC-kK. 
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Indiana 
of good, active 
erritories top comm! 
WINDSOR" WATC 
rox 44 Rock |] 
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Help Wanted 


SALESMEN: for an excellent sales 
position; SEE PAGE 90 THIS 
ISSLE. 


WANTED; experienced watchmaker; 
permanent position; state experi- 
ence. references: STERLING JEW- 
ELERS, 4647 Main Ave., Ashtabula, 
Ohio. 


DIAMOND SALESMEN with good fol- 
lowing for single cut and full cut; 
all territories open; drawing against 
commission; excellent opportunity ; 
address, “K, 5448.” care of JC-K. 

‘ED DIAMOND M 
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I 
JEWELRY SALESMEN to carry exten- 
sive line of 14K diamond set en- 
gagement rings, charm bracelets and 
plain wedding rings to the retailer: 
high commissions; address, “R. 


5568.” care of JC-K. 


SALESMAN: covering West Coast Cali- 
fornia, Texas: with well established 
following to represent manufacturer 
of a better 14K gold, pin, earring, 
charm line: address, “R, 5543,” 


care of JC-h. 


SALESMAN: Southeast, represent mfr. 
of extensive diamond ring line; over 
200 active accounts; one non-con- 
flicting line agreeable: S. REIMAN 
& SONS, 64 W. 48th St... New York. 
N. Y. 


NATIONALLY KNOWN NWN. Y. ring 
manufacturer needs hard working, 
well known West Coast representa- 
tive for complete line of rings to the 
jobber: send resume to, “W, 5428,” 


care of JC-k. 
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EXPERIENCED WATCHMAKER per- $10,000 PLUS; that’s yours if you can YOUNG MAN or watchmaker as sales- 
manent position, good wages; must be ‘take over’ large vol. fine credit jJew- ; ’ A : , hi h P | ' 
; - - lag ) i 1g wrade 

permanent and good mechanic: state eiry store Il New York State, approx man mat ager of . : © “ 'N 
salary, details and availability in (00 miles from N. Y. C.: must have top jewelry store in Northern Yew 
letter; JONES JEWELRY STORE employment record and highest refer- Jersey: must be willing to work and 
Huntington, Ind ences: write in confidence, full explana- ede Tia , are 
nos tion why this opportunity should be srow with the business ; this is a 
yours; address “J., 5478,” care of JC-K big opportunity for the right per- 
W A ue HMA KER expe! lence d Pos five qgay _ —So : - — ——-* ; e a son: must have very good reterences 

week deal working conditions ir 

and good background, also well 


Northern Ohio City, permanent job; : a , —= —TTATTONG ¢ ' 
| XXCEPTIONAL OPPORTUNITY for an recommended; address, “B, 5535,” 


state Ee, erpe rience, salary expect } 
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es - better jewelers and chains in a well care of JC-K. 
established territory in New England 
s and other Eastern Cities for one 
EXPERIENCED WATCH REPAIR leading manufacturers of ladies’ 
wanted by old established i ' py ae oP Gs _— address, “H., SALESMEN: rolled gold and gold 
owned, firm with A-1 reputation a ree —— filled imported tailored jewelry; 
itv of 100.000: all or W t , , ; ain : = aeiliaaieeialiad : ote I - ; i ile 
& SONS 7} Merchant S ) competitive high styled line; com- 
Lilinols .E SENTATIVES WANTED; top plete, compact; not yet shown on 
for premiums, promotions UL. S. market: sole distributor; not 
direct selling, party and club Alicti el shee toweley: * 
SALESMAN with following in the bet- jan, liquidators and executive gifts conficting with otfer jewelry; om; 
ter stores in the New York City and | for quantity deals; highly a men with following of jewelry. de- 
. . ; “ cep ie, Ww price range ALL TERRI- ‘ » P « wanna > » aie 
surrounding areas to carry well T 25; address, “R., 9922," care of ee and pecialt apt — 
established line of 14K men’s jew- JC-K app 3 ee eae address, “D, 
elry; a good income assured for the ———$ $$ $$$ 9496,” care of JO-h. 
right man; all replies confidential; a 
come - -wY SOUTHWEST REPRESENTA‘ 
address, “528,” care of JC-K. popular line of sterling § silvé 
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SALESMAN for West Coast to carry unt operators: our line is well known 
. . - os il we have any establish ustom 
nationally known line of 14K jew- pest Mi oh _— Pine — ; oa rages 


elry; hundreds of active accounts in -491.” care of JC-K 


area; top man with following only; 
one non-conflicting line considered; 

draw for right man; address, “C, ‘EST COAST AGENT OR SALES.- 
5482.” care of JC-K. MAN for high-class English silver 
plated and sterling hollowware to 
call on long established leading ac- 
counts; no objection to non-con- 
flicting line; full particulars and 
territory currently covered to “B, 


9959.”’ care of JC-K. 


’ 
‘ 


rred 


SALESMAN: ambitious, aggressive 
salesman; represent prominent, well 
established jewelry box manufac- 
turer; sell retail jewelers Illinois, 
Wisconsin, Indiana, Michigan; ac- 
quaintance retail jewelers desirable; 
commission basis, drawing account; 
replies confidential; address, “W, 


5539.” care of JC-K. 


SALES REPRESENTATIVES wanted 
to carry a complete line of 14K 
gold religious goods and charms; 
expansion by our firm leaves many 
new territories open; excellent op- 
portunity for high income can be 
assured to the right men; all replies 
confidential; send complete resume 

} : to “D, 5544,” care of JC-K. 
SALESMAN calling on retail jewelers; 

Ohio, Kentucky, Indiana, Michigan 

& Illinois; well known advertised RE MANAGER: excellen 

line scarab jewelry, disc jewelry and nity r right man; capable 

id al acel . h; ising ales department, sal: 

identification bracelets; must have Mom gant miteueiiaiee samara 

. a= “ toll aAlitu auy Lis B= VPiOUR ati 

following; ADMARK, 714 Sansom 1.000 per month plus bonus 
St.. Phila... Penna. mission arrangement t: 
ru experience and reference: 
IFEWELERS, 423 Fremont, 
SALESMAN Nevada 
rM 


by 
; IN NORTH CAROLINA fo! 
rperienced man who understand 

dit jewelry business from A to Z 

me other need apply married mat 

eferred and must be capable of 

ting, window dressing, credit 

rtising: give full partic 

tte? address, < 9472," 


J(*-K 


use wishes t 
the South and ! 
ATCHMAKERS 
| aepartment 
WATCHMAKERS and department man- ore national] 
rere openings in leased watch and with OT! la 
rt jewelry repair departments in leading nen hains in the ' 
SALESMEN TO RETAILERS "ANTE! department stores throughout country lis group hosp 
clock and watch salesman with follow- old established company seeking only excellent future for person with pleas- 
mg retailers in New ‘ork St men interested in permanent positions ing personality and willing to assume 
necticut wanted by importer of excellent working conditions; high pay responsibility; positions open in the 
Swiss watches and imported state age, experience. People’s Watch Kast, South, Midwest and Southwe 
R ir Company, 245 23rd St., Toledo address “Circular Box 356," 60 N 
Michigan Ave., Chicago, Illinois 


, 

, 
cy 
i 


“tine accounts will be turned 
‘B.. 5480.” care of JC-K (ohio 





MONEY-MAKING LINE for jewelry 
salesmen; retail jewelry store follow- 
ing; sell exclusive patented Vari-Gem 
ladies and gents gold stone ring line 
with amazing interchangeable stones; 
compact line excellent commission ; 
territories open: Calif., Ariz., Nevada 

Michigan, Kentucky, Tenn., 
Alabama, New England, N. Y 
Penna., (excluding Metropolitan 
DAVID PFEFFER CoO., INC 
Fulton St., New York 38, N. Y 


o- —— __—__—_—_ — - - —— 


SALESMAN WANTED well establishe: 
jewelry manufacturer selling direct 
retail stores desires experienced man 
only, with excellent reputation and good 
connections in West Coast and Texas 
areas; calling on retail jewelry and spe 
‘ alty Shops; nave complete 2 case line 
containing 14K charms, rings, earri 
uff links, tie bars, tie-tacks and 1 

pay 12 commission: pos 


address pOHo, Ca 


SALESMEN;: 3 TOP MEN ONLY; ex- 
ceptional opportunity for experi- 
enced salesmen to represent one of 
America’s oldest and largest dia- 
mond ring manufacturers in the 
Midwest, South and Southwest only: 
progressive expanding sales _ pro- 
gram includes packaged promotions, 
displays, sales aids, ete.; we are 
now selling leading chains and in- 
dividual stores; all replies confi- 
dential; address, “L, 5493,” care of 


JC-K. 


GORDONS QUALITY JEWELERS 
will open approximately 20 stores 
in Florida, Texas, Louisiana, Arkan- 
sas, Alabama, Mississippi, and Ten- 
nessee in 1960; we need good hard 
working well experienced managers; 
excellent salary plus sales incentive 
earnings: many benefits which in- 
clude the famous Gordon Profit 
Sharing Plan; if you qualify write at 
once to H. B. GORDON, PRESI- 
DENT, c/o GORDON’S QUALITY 
JEWELERS. 600 Stewart Bldg.. 
Houston 2, Tex.; all replies in strict 
confidence. 


LIFETIME OPPORTUNITY for young 
aggressive salesmen or present store 
managers: FRIEDMAN’S JEWEL- 
ERS, operating 58 stores from N. C. 
to Florida and opening 9 more, 
offer top salary, major medical bene- 
fits, life insurance, retirement plan 
and paid vacation: if you want to 
relocate and manage a Friedman 
store write at once stating age, ex- 
perience, salary now making and 
desired starting salary; enclose re- 
cent snapshot; write, S. K. FRIED- 
MAN, FRIEDMAN'S JEWELERS, 


37 Peachtree St.. Atlanta, Ga. 


For Sale 


Stores, Stocks and Businesses 


TEWELRY STORE: Miami, 
location: 5 years: address, 
ire of , *-K. 


TWO MODERN JEWELRY STORES: 
forced to sell on account of ill healt! 


r\ddress. “J.. 5554.”’ eare of JC-K 


VERY GOOD credit jewelry store in A-1 
location: college town in Kansas, also 
near permanent Army camp; 3$3$35000 
stock will reduce to suit buyer; address, 
“T,.. 5477,” care of JC-K. 


DOWNTOWN CREDIT JEWELRY store 
on booming Florida West Coast for sale 
in city of 175,000; real estate interests 
necessitate sale; address, “B., 5538,” 
care of JC-K. 





SUCCESSFUL MODERN credit jewelry 
store; South Central Ohio; in same lo- 
cation for 20 years; splendid for chain 
expansion or individual: address, “K.. 
29211,” care of JC-K. 

WRITE FOR INFORMATION : 

Kast Coast Florida: one man 

shop ; tools, accounts, furnished 

ideal set-up for retirement: address, 

— 909,” care of JC-K 


BUSINESS FOR SALE: retiring from 
business; 12 years in present location 
Beverly Hills, Calif. - jewelry store & 
vatchmaking; low rent; address, ‘“A.. 
veo, Care of JC-K. 


RY STORE it) Southeast New 
state; established 37 years: must 
cat Out} T QT 


— 


i. 
iiness raw) 


address 


> 
Boston 
‘ X pe nses 


aoing 


(Centra! 
SS moderate 


ntemplating 


109 YEAR OLD STORE for sale; 35 
years in present 100% location, 
rent $800 month; cash store fea- 
turing 14K jewelry, top sterling 
lines, high end gifts, erystal, ete.; 
now closing out $100,000 inventory 
by clean sale; fixtures and equip- 
ment for sale at very low price to 
experienced operator with superior 
character references and sufficient 
capital to carry large stock; CHAS, 
HAAS & SONS, 425 E. Main St., 
Stockton, Calif. 


For Sale 


Tools, Equipment 


SELLING OUT 


LI saws. Swiss files 
bands, staffs, 


mainsprings, ' 
ete less than cost: for prices \ 
(FEORGE GAZTON, 59 ; 
New York, N. Y 


N. Y. MANUFACTURER, retiring: hav 
mounted and unmounted platinum rings 
to sell for cash, below cost write for 
appointment; address, “M 2424,"" care 
of JC-K. 


RETAIL JEWELRY BUSINESS, loan de- 
partment and manufacturing and re 
pair business; established 46 y 
near Rochester, N Y retiring 
sell all or part: address, B 4 
care of JC-K 














SELL STORE? GORDON BROTH- 
ERS! Our reputation is your cer- 
tainty . . . of maximum price, 
speed, reliability, facilities to meet 
individual needs. Oldest and largest 
‘ash buyers in the country. See ads 
below. 


LIOUIDATE? GORDON BROTHERS! 
Flat sale or auction, prestige or 
volume operation .. . give your 
sale on commission basis, the bene- 
fit of our 54 years experience and 
extensive organization. See ad be- 
low. 


CONSULT GORDON BROTHERS! 
America’s most complete service in 
cash buying and liquidating jewelry 
stores and stocks. Consult us on any 
phase without obligation, 38 Brom- 
field St., Boston. Hancock 6-3233. 


ANTHONY J. GREGORY, auctioneer, 
6748 No. Ashland: Briargate 
1-7303, Chicago 26, Ill. 


AMERICA’S best known jewelry auc- 
tioneer; over forty years in this pub- 
lication as an advertiser; Thomas J. 
Fausett, 521 Fleming St., Howell, 
Michigan. 

WANTED 
run a li rr} 

business 

7 


partner 


JC-K 

CONSULT M. Y. FINKELMAN 
Madison, Chicag 1923 

cash prices paid for diamonds 
Tne! ewelry stocks. Call co 


born 2-3407; reference, your 


FO; since 


BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C., over 35 years successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad, page 131. 


HIGH GRADE — NORMAL HAIR- 
SPRING VIBRATING; since 1921: 
service available to jobbers; mail 
orders promptly handled; EMMA 
GIRARDIN, 96 Rumson Rd., Little 
Silver, N. J.. SHadyside 7-1285. 

LOCATION FOR JEWELRY AND GIFT 
SHOP at 1345 E ith St, Ontari 
Calif.; in Gal ark Shopping Cen- 
ter: large p: lot write R G 
WIRTH 9452 Fifth Ave., San Diego 


Calif 


AT CTION SALES :} 

VICE. 461 South Adams, Lebanon 
experienced, capable jeweler Aw 
eer vour valued reputation prote 
or call for detail best 


I ALIS 





TILSON SALES SYSTEM . ni 
Piace Glen Head Long Island 
and management specialist 

over 1500 jewelers have u 

also buy 

or telephone OR 


srores 


GANSBERG, INC., 

surplus or entire sto K 
highest prices paid 
references Write 

Lane. New York, Telephone 


t,t 





JEWELRY FRANCHISES, PHILA 
TR ADING AREA: established jewelry 
departments in Americas tastest grow- 
ing discount stores; investment $4000 
o $7500; your chance to own your own 

write for personal interview ; 
‘R., 5558,"" care of JC-K 


TOP SWISS WATCH MANUFAC- 
TURER of popular priced watches 
seeks NATIONAL SALES ORGAN. 
IZATION with distribution to retail 
jewelers and department stores; only 
top companies with full sales cover- 
age of these outlets need apply; ad- 
dress, “B, 5557.” care of JC-K. 


JEWELERS SALES SERVICE; a pro- 
fessional sales organization to 
serve you; AUCTION-ACTION; re- 
tail or liquidation; 25 years sales 
experience; your reputation  pro- 
tected; immediate cash for store, 
stocks, fixtures; PHONE, WIRE, 
WRITE; 512'% S. Main St., Los 
Angeles, Calif.; Phone MAdison 
6-0828. 


DEALERS LIQUIDATION SERVICE; 
The West Coast’s largest specialists 
in AUCTION—ACTION—PROMO- 
TIONAL — CLOSEOUT —RETIRE- 
MENT SALES; cash buyers of 
entire inventories and estates; for 
information at absolutely no _ ob- 
ligation PHONE—WIRE—WRITE 
to DEALERS LIQUIDATION SER. 
VICE, 742 N. Highland, Los Angeles 
38, Calif.; OLeander 5-6496. 


NATIONALLY WELL KNOWN, highly 
respected, successful establishment 
with sales exceeding $400,000, sell- 
ing most popular fine jewelry item 
to retail jewelry stores and with 
unlimited growth possibilities, seeks 
merger with fine, reputable jewelry 
concern wishing to expand or di- 
versify; only responsible, well listed 
jewelry concern considered; prin- 

cipal only; address, “F, 5405,” care 


of JC-K. 


MARTY MILES SALES, INC.: guar- 
antees quick action-cash profits: 
our service costs you nothing; tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific ex- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed; planned in 
advance and is under constant su- 
pervision of our executive staff; 
you can afford the best: write, wire. 
phone, MARTY MILES SALES, 
INC., 1835 Steven’s Forest Drive. 
Suite 104, Dallas, Texas. Phone 
WH 1-5737. 


DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU NEED 
CASH? We will pay cash or con- 
duct a flat or supervised auction 
sale; we have conducted over 1000 
sales in the past ten years alone; do 
not accept less than 100c¢ on the dol- 
lar for your inventory, accounts, or 
fixtures; WRITE... WIRE. . 
CALL COLLECT ... We will come 
to see you in your store at our 
expense, you are under no obliga- 
tion; SILVERMAN SALES ENTER- 
PRISES, 580 Fifth Ave., N. Y. 36, 
N. Y. Tel PLaza 7-4693. 
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Wanted to » Purchase 





ARE YOU PLANNING TO GO OUT 
OF BUSINESS? You owe it to your- 
self to consult (without obligation) 
American’s oldest, largest and most 
reliable service in cash buying and 
liquidating jewelry stores and stocks, 
write for our free booklet, “Dollars 
and Sense Facts About Selling a 
Jewelry Store.” (See our page 7 ad- 
vertisement) GORDON BROTHERS, 
38 Bromfield St., Boston, Mass. 
Hancock 6-3233. 





ty STORES WANTED with 
we must acquire several in 
future address, “J 


nmediate 
" care of JC-kh. 


jewelry store in Texas, Ar- 
or New Mexico town of 7000 
BERNARD HOOKS, 508 Craw- 
nter, Texas. 


EWELRY & GIFT SHOP, in tow: 
5000: prefer Southern state; either 
i pusine ss or empty jewelry build- 

"Hy AVE CASH: address, ‘*” DASE 


of JC 


CASH BY AIRMAIL: new and used 
watches, diamonds, jewelry, gold, 
gold-filled, watehbands, anything 
reference Dun & Bradstreet; S. W. 
HORA, 1810 Netherwood, Memphis 
14. Tenn. 


PRIVATE PARTY interested in purchas- 
ng a number of jewelry 
towns of not less than 75,000; we are 
not liquidators or brokers and we are 
na pr Sit on to business immedi: itely 
address ‘SS 5516.” care of JC-K 


stores in 


FOL, ud AND JEWELRY WANTEI 
for surplus stock, odd 
we aise pay highest prices 
silver and Od fille scrap 
diamonds, vid filled, et 
particulars, W rite » WILMOT 
Bridge Grand Rapids 


LL ’EM TO CEL-MAX FOR QUICK 
CASH! Top prices for trade - ir 
jewelry, old money by 
return mail for all mi: s and models 
in trade-in watches in any quantity 
ill shipments held intas tor you! 
approval; ref. Dun & Bradstreet and 
National Bank of Commerce; ¢ ‘el-Max 
Ine 582 S. Main St., Memphis, Ts 


itches, 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn, 


‘E BUY OLD GOLD: diamonds: an- 
tiques, watches, silver, platinum, coins; 
we will pay up to 25% more than any- 
one else: be sure to get our offer 
cash within 24 hours; no stock too 
arge, too small: our check by return 
mail: your shipment held intact 10 
days, subject to your approval; refer- 
ences: Fla. Nat'l Bank of St. Peters- 
burg : Jewelers soard of Trade 
HENRY JEWELERS, INC., 462 First 
Ave. No., St. Petersburg, Fla. 


NEED CASH? READ THIS. Reason 
{ pay up to 25% more than others 
diamonds, watches or anything 
retail store and manufacturing mp: 
will give much more than scrap gold 
price for old mountings, etc.; Will phone 
you or send letter same day the 
of your check if not Satistactory 
return insured, prepaid; get my 
first; transaction confidential 
ences: Jewelers Board of Trade 
bank; BROMLEY, 35 F fth st. ] 
(Bromley Bldg.), St Peters irg, 
ida 


Watch Work, etc., for 
the Trade 


QUALITY watch repairing our spe- 
cialty for 25 years; perfect work- 
manship, finish, timing; trial ship- 
ments solicited; OSCAR ARON, 62 
W. 47th St... New York, N. Y. 


MOSTON, MASS expert and guara 
watch repairing Watchmaste f 
prompt sery lee prices on ret 
orders invited David Mig 

Bb Summer St., Tel. HU 
atch repairing for the 
ruarantee for one ye: 

‘vice chmaker t 

7 prices H. Shier 

maker, 101 S Marion St. Oak 


COMPLICATED watch spe 


tech repairing to the trade 
all watches timed, 
yA eal eX pe 
1510-20 
ware la "hie ry 1] IT] 
DEPENDABLE: FAST: ECONOMI- 
CAL: Watches safeguard in Holmes 
vaults; work Watch Master tested: 
ask for price list or send _ trial 
order: TICKE TRADE REPAIRING 
SERVICE, 962 Flatbush Ave.. 
Brooklyn 26, N. Y. 


Special Order Work and 
Repairs for the Trade 


| 
appnire 
A itv 


rryisec fil 
LING MFG 


tY REPAIRING 
sTone cert 4 qjptie 





floors to 

jew elry 

Sixth 
‘kth & 


W. 47th St., XN ; ‘ity; approx 

sq. feet, 14th floor suitable mfg 
fices or rye sprinklered, A. C 
current, 4 hig eed elevator ful 
north light; A COTKEL & L. ANDY 


Miscellaneous 


LEARN MASTER WATCHMAKING at 
home; modern professional training 
diploma awarded; free sample 
and full information; CHICAGO 
SCHOOL OF WATCHMAKING, Roon 

Tl] 


239M, 2330 Milwaukee, Chicago 47 


lesson 
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LOOKING AHEAD 


Well, here we are in the Sixties at last—those 
glittering, glamorous, golden, sizzling Sixties that 
the economists have told us about—that amazing 
decade of population explosion, with millions of 
new families being established, higher-than-ever 
incomes and a hotter-than-ever scramble for con- 
sumers’ spendable dollars. All this with peace 
among the Great Powers because atomic war 
would be mutual suicide. 

How will the jewelry industry fare during this 
Dream Decade? Quite well, if the sanguine pre- 
dictions materialize. Ours is a mercurial indus- 
try. It surges ahead during periods of full em- 
ployment, high wages and the formation of new 
families (““wedding business” normally accounts 
for 42 per cent of the whole jewelry business). 

But a full measure of prosperity will not be 
automatic for the jewelry industry. There is no 
built-in guarantee that our industry’s growth will 
keep pace with that of the national economy. 
However, this much is sure: great opportunity 
is ahead. 

How will we meet this opportunity? Here are 
a few predictions: 

1. Jewelers will learn to prize honor as never 
before. It is an insult to human intelligence to 
believe that double-dealing, false claims, phony 
bargains or excessive markups can spell lasting 
success for any merchant in the competitive days 
that are to come. Every owner and manager of 
a jewelry store has truth within his heart. That 
truth can be his guide for pricing, the basis for 
his advertising and the standard for what his 
salespeople say over the counter. 

2. Jewelers will equip themselves and their 
staffs with a larger fund of technical knowledge 
—so that they deserve to be recognized as the 
experts on the commodities they sell. 

3. Jewelers will work more constructively with 
young people, to merit their trust and friendship. 
As the prime source for engagement and bridal 
rings, the jeweler meets young home-makers-to- 
be before any other type of merchant can. This 
is a unique privilege for jewelers—an opportuni- 
ty to build lifelong good will if the first business 
relationships are satisfactory. To help establish 
this confidence, more jewelers will provide a 
friendly and competent bridal consultant service. 


4. Differences will lessen between cash and 
credit jewelers. Each will benefit from the 
other’s experiences. Cash jewelers will contact 
more of the public through long-term credit and 
through traffic items. And, now that banks and 
department stores are pushing all sorts of credit 
plans, installment jewelers will do what they 
have long inwardly hankered to do: that is, to 
become primarily merchants of jewelry instead 
of primarily merchants of credit. 

5. Thinking more nearly alike, jewelers will 
be able to work more closely together in city and 
regional groups. Local associations will be or- 
ganized or strengthened to cooperate with rep- 
resentatives of the press and the Better Business 
Bureaus for truth in advertising and respect for 
the standards of our industry. 

6. Manufacturers of our merchandise will see 
that their real competitors (and our real com- 
petitors) are far afield from the jewelry industry. 
The new competition for consumer dollars during 
the Sixties will come from travel, back-yard 
swimming pools, outboard motor boats, stereo, 
video tape, and a host of other glamorous out- 
lets for leisure-time energy. 

Persuading people to prefer to own or to give 
silverware or a fine watch, instead of some other 
allure, will be the important thing—before stress- 
ing the desirability of a particular brand, pat- 
tern or model of silverware or watch. 

7. Knowledgable observers within our indus- 
try forecast an overall increase of 5 to 7 per cent 
in retail jewelers’ sales volume this year over 
last year, barring resumption of the steel strike. 
On the West Coast, which isn’t worried over 
strikes, representative jewelers predict a better- 
ment of 15 to 50 per cent in diamond sales. 

Most signs indicate that the decade is starting 
auspiciously for the jewelry industry. But, in the 
practical spirit of business insurance, let us 
realize this fact in January 1960: 

We will succeed as individual businessmen and 
collectively as an industry during the Sixties, if 
we use not only our best intelligence but also the 
honor and decency which are to be found within 
our hearts. For this trade of ours is almost com- 
pletely based upon the great and sentimental 
heart of the American public. 
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To be sure of quality, consumers ask for incabloc-equipped watches. Leading 
watch manufacturers and wholesalers have endorsed the consumer advertising 
campaign emphasizing incabloc as the distinguishing feature of quality 
jeweled-lever watches. The incabloc protective system, scientifically engineered 
by The Universal Escapement Ltd. of La Chaux-de-Fonds, Switzerland, 

is sold exclusively for use in jeweled-lever watches. It is the consumers’ guarantee 
that he is buying a precision timepiece. Convert this strong consumer demand 

into jeweled-lever watch sales... feature incabloc in your store and advertising. 
For free sales aids and advertising material write to 

Incabloc Corporation +- 730 Fifth Avenue -+- New York 19, N. Y. 








Seven 

fast 

sellers 

for 60 

Solid Stainless 
by 

Oneida 


Youll be starting the 60s with a 
sure winner when you sell Solid 
Stainless by Oneida...a customer 
winner, a sales winner, a profit 
winner! Marvelous craftsmanship, 
superb design, uniformly brilliant 
satin or mirror finishes, attractive 
packaging for your customers. 
National advertising support. vol- 
ume sales, quick turnover, plenty 
of profit for you! Contact your 
Oneida distributor now. 
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Combination Display No. 7635 
Saves space,attracts customers. Use 
itsingly or ina group to setup acom 
plete Oneida stainiess department 
Each unit only 24° «17° «19. Yellow 
with blue-green lettering. Metal peg 
dividers, plastic front casing make 
lettering and pricing interchangea 
ble. Free with moderately priced 
stainless assortment, or $10 alone 
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